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WOMEN ARE 
MENTAL 
WRESTLERS 


And the advertiser who nowadays dares to leave the women out of 
his calculations has money to lose. If you expect to convince the 
household of the usefulness and economy of your goods, put your 
arguments where the home-makers—home-buyers and home-builders 
will see them—in the 


WOMAN’S MAGAZINE 


OF ST. LOUIS. 


12 Months Sworn Circulation Statement, | Think of it! “Over” 1,600,000 copies 
The Woman's Magazine, of St, Louis. each issue, which represents “over 

Eight Million Readers 
each month. Put your arguments 
before the minds of these women, 
teach them to believe in your goods, 
get their trade, hold it! The in 
fluence and prestige of THE 
WOMAN’S MACAZINE 
are invaluable assets which become 
the advertiser’s own when he enters 
we Ae its columns. There's profit, safety, 
prosperity for the honest advertiser 
(no other kind admitted) in our columns. 




















Drop a note to ‘' Advertising Department’ 


THE WOMAN’S MACAZINE 


tr Bae a, ST. LOUIS, MO. nal. 
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(OC) GOLD MARK PAPERSOO 








(O©) Advertisers value these 
the me-e number of copies print 
the sign ©.—Webster’s Dictionary. 


—— 


pers more for the class and quality of their circulation than for 
Among the old chemists gold was symbolically represented by 


Out of a grand total of 23,265 publications listed in the 1904 issue of Rowell’s American Newspa- 


per Directory, one hundred and nine are aistin 
marks (© ©), the meanin 
The charge for advert 


of which is explained abov 
rtisements entitled to be hnsted wader this heading is 20 cents a line per week. 


— from all the others by the so-called gold 





WASHINGTON, D. C. 
THE EVENING STAR (60), Washington, D.C. 
Reaches 904 of the a homes. 


LINOIS, 
= LA in Chicago B .. 


TRIBUNE (© eo! 
'RIBUNE ads bring 


ceiving this mark, 
satisfactory results. 


BAKERS’ HELPER, Guteago. o ag outy “Gold 
Mark’ baking journal . best 
known. Subscribers in every § State a erritory. 


KENTUCKY. 

THE COURIER-JOURNAL (© ©), Louisville, 
daily, Sunday and weekly. Not only has 
classand quality of circulation, but also quantity. 

While an old and conservative newspaper it of 
never lacxed pro; iveness. It was the fi 
ad outside of New York city to introduce the 

ergenthaler linotype machine. It is carried 
every day of the week on a ial train of its 
own to the heart of the wealthy ‘ Blue-grass 
region,” and alarger c'rculation in that 





has 
territory than any caer daily. 


MASSACHUSETTS. 
BOSTON PILOT ( ). every Saturday. Roman 
Catholic. Jas. Jeleee hncke editor 


MINNESOTA, 


be POR THMES TERN Ul MILLER 


) Min 
milling and r tra 
only “Gold Mark” milling journal (©©). 


NEW YORK. 
THE POST EXPRESS (@©). i N.Y. 
Best advertising medium in this section. 


THE NEW YORK TIMES (©©), “All the news 
that’s fit to print.” Net circulationexceeding one 
hundred thousand copies daily free of returns. 

ELECTRICAL WORLD AND ENGINEER (9 ©), 


established 1874; covers foreign and domestic 
electrical purchasers; largest weekly circulation. 


BUFFALO COMMERCIAL (© Desirable 
because it always produces satisfactory results, 

CENTURY MAGAZINE (@ ©). There area few 
oom | ¥ every community who know more 
than all the others. These people read the 
CENTURY MAGAZINE. 


THE BROOKLYN DAILY EAGLE 


SF. b, of the best in Greater oie Yo Ay 


NEW YORK TRIBUNE (® ©). daily and Sun- 

Established A conservative, clean 

to-date - me, whose readers repre- 

sent intellect and purchasing power toa high- 
grade ‘advertiser. 


OL 
CINCINNATI ENQUIRER ©... Great—influ- 
ential—of world-wide fame advertising 
medium in prosperous Middle West. Rates and 
information supplied by Beck by Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 
THE PITTSBURG DISPATCH ( ), Pittsburg, 
Pa. Delivered in more homes in Pittsburg than 
any other two Pittsburg newspapers. 


SOUTH CAROLINA, 
THE STATE (@©), Columbia, 8. C., reaches 
every part of South Carolina. 
NOVA SCOTIA, CAN. 
THE HALIFAX HERALD (O©) and the EVEN- 
ING MAIL. Circulation exceeds 16,000, flat rate. 


ONTARIO, CAN. 
LONDON FREE PRESS (© ©). only morning, 
noon, evening Ontario. condensed me- 
dium, circulation map and rates on application. 
FREE PRESS PRINTING CO. 1G CO., Ltd., London, Ont, 


THE TORONTO | GLOBE (ce) 


Canada’s national ne spager. 
representatives, BRIGHT & SERRE E tow ye York 
and Chicago. 
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VoL. XLIX. 


WHAT HAPPENED IN ST. 
LOUIS. 


A LARGE ATTENDANCE AT THE FIRST 
CONVENTION OF THE INTERNA- 
TIONAL ADVERTISING ASSOCIATION 
OCTOBER 4-6—500 ADVERTISERS IN 
THE HALL THE LAST DAY—EVERY 
INDICATION THAT THE ORGANIZA- 
TION WILL LIVE AND DEVELOP A 
DISTINCT FIELD OF USEFULNESS, 


There has been, all through the 
preliminary organization of the In- 
ternational Advertising Associa- 
tion, a healthy opposition. This 
seems to prove that the movement 
is not looked upon with indiffer- 
ence. Advertising men are either 
for or against it. 

A small percentage of those who 
went to the convention at St. Louis 
were prepared to be disappointed. 
Ultimately they were, but not 
agreeably. The first morning’s as- 
semblage was set for Tuesday, Oc- 
tober 4, at Festival Hall, in the 
World’s Fair grounds, and the 
early hour of nine was named. 
The attendance was small. Barely 
fifty advertising men and their 
wives were in the big hall at the 
appointed time, and it was eleven 
before the convention came to 
order in a smaller meeting place. 

The St. Louis Ad-Men’s League 
had charge of the first session, 
President Frank L. Osborne, of 
that organization, made a brief 
address and introduced H. H. Par- 
amore, of Indianapolis, who talked 
about the’ Adscript Club of his 
city. He was followed by “Tom” 
Murray, the Chicago haberdasher, 
who gave an account of his adver- 
tising methods. H. F. McGarvie, 
press agent of the Pike and man- 
ager of the World’s Fair exploita- 
tion department then spoke upon 


No. 3- 


advertising from the theatrical and 
circus sides, and the meeting ad- 
journed. 

Real work began with the after- 
noon session on Tuesday. The at- 
tendance was larger, and from the 
opening address of President 
Charles A. Carlisle there was 
warm interest. President Francis, 
of the World’s Fair, was to have 
made an address of welcome, but 
could not be present owing to a 
death in his family. Walter B. 
Stevens, secretary of the Louisiana 
Purchase Exposition, spoke in- his 
place, and after a few words of 
welcome upon the question of ad- 
vertising the Fair in no uncertain 
terms. Long before the opening 
day, he said a number of advertis- 
ing men had advised the exposition 
officials to use display publicity 
liberally. This advice was disre- 
garded, and dependence was placed 
entirely upon the free newspaper 
notices to which the big show was 
entitled as a matter of news and 
general interest. In the five months 
since the gates opened the exposi- 
tion officials have had occasion to 
regret that this advice was not 
followed. In his opinion, no 
amount of newspaper notice could 
induce attendance without supple- 
mentary display advertising. Peo- 
ple read the news for information, 
but are not to be influenced by it. 
The proper means of influencing 
them and inducing action is dis- 
play advertising, and nothing will 
take its place. If the exposition 
could go on another year and be 
properly advertised he was certain 
that the losses of this summer 
could be made up. 

Phil A. Conne, of Saks & Com- 
pany, New York, then spoke on 
“Department Store Publicity,” in- 
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cidentally pointing out ways in 
which the new organization could 
be useful to the advertiser. His 
address was followed with great 
interest. He said, in part: 


Time was when we relied on our crops 
and iron for prosperity at home and 
commerce abroad. To-day we are a 
great manufacturing nation, making 
everything that is being made, as well 
as anyone in the world. These manu- 
factured products we advertise. In 
Chicago the Board of Trade send wheat 
quotations all over the world, and in 
New York the Stock Exchange tells what 
securities are worth. But manufactured 
products must be advertised. They can- 
not be sold until they are known, and 
they cannot be known until they are ex- 
ploited. The phase of advertising that 
I am familiar with is the publicity end 
of business—the designing and placing 
of advertisements. In this branch of 
business we need many reforms. The 
greatest need is for the stamping out of 
the circulation liar. What is circula- 
tion? In my opinion, it is the number 
of papers printed and sold for cash and 
not exchanged or taken back. Circula- 
tion is a yardstick to measure adver- 
tising. The yardstick is a fair measure 
for silk, and circulation should be the 
measure of a paper’s advertising value 
so far as the charge per line is con- 
cerned. It is maintained that some pa- 
pers are worth more to an advertiser 
than others. That is true, but some 
silks are costlier than others. Yet a 
yard of silk is a yard of silk. One 
thousand circulation should be one thous- 
and, and if the kind of circulation is 
worth more than some others, let that 
value be represented in the price. I be- 
lieve that circulation should be stated to 
the accountants of the International Ad- 
vertising Association. They should have 
access to the books of all papers, and 
should give to the advertiser such in- 
formation regarding circulation as R. G. 
Dun & Co. give concerning credits. 
There is absolutely no reason why this 
work should not be undertaken by this 
association. While it would be costly, 
the results would justify the cost. I 
do not mistrust all publishers, but I do 
mistrust a few. Circulation should be 
handled as a business matter. As an as- 
sociation we could get at the root of 
this matter through legislation. News- 
papers could not exist without the sec- 
ond-class mail privilege, I hold that they 
should make returns to the Postmaster 
at Washington every six months as to 
their actual paid circulation, and this 
information should be open to everybody. 
If that is not possible, then legislation 
should be obtained that would result in 
treating the circulation liar on the same 
basis as any other swindler. When a 
business man makes representations to a 
bank in asking for credit and signs a 
false statement of his finances he will 
be prosecuted and convicted. The circu- 
lation liar should be treated in precisely 
the same way. The next point is that 
of rate cards. To-day the majority of 
newspapers delight in getting up a rate 
card so complicated that the publisher 


cannot understand it himself. Another 
important thing is the checking of adver. 
tisements. Thousands of advertisers 
maintain a costly file of publications to 
audit their bills. Why cannot the Inter. 
national Advertising Association main- 
tain an official file of all publications 
and undertake this checking? Why can- 
not we all send our bills to it to be 
audited as we do in other business de- 
tails? The combined cost of checking 
and auditing advertising bills in the 
United States must approach $500,000 
yearly. For one-tenth this sum the as- 
sociation could employ a corps of people 
to check and furnish a report to each 
advertiser. I don’t think we will ever 
have a problem as important as that of 
the parcels post. Another important 
question is that of providing a way of 
sending money in a safe manner. | 
think the Post currency bills should be 
reconsidered. 


The next speaker was Hon. La- 
fayette Young, publisher of the 
Des Moines Capital, who talked of 
“The Newspaper and its Relation 
to the Advertiser.” Mr. Young is 
an experienced spellbinder. For 


nearly an hour the convention sat 
listening to him, and the attendance 
was increased by newcomers until 
there were fully 150 advertising 
In part, Mr. 


men in the room. 
Young said: 


I sometimes think the advertiser 
makes a mistake in not stroking the 
hair once in a while of the publisher. A 
considerable number of advertisers look 
upon the publisher as an organized 
enemy to knock down, while the pub- 
lisher is one of the most agreeable per- 
sons in the world, I think, and should 
be flattered a little. He may know a 
great deal, and you may get a better 
rate or have that intricate rate card 
simplified as if by magic. 

Our friend touched upon the circula- 
tion liar, who is everywhere present, 
and if he can secure a recipe by which 
that can be remedied he will be doing 
the publishing fraternity the best thing 
that has ever been done. This cannot 
long endure, however, and it must be 
straightened out and will be, because 
you men are not going to continue to 
pay for that which you do not get. It 
would be a very poor address by a 
thoroughly qualified advertising man 
that didn’t hit the publishers. somewhere; 
and, further, organizations like this 
must eliminate these reforms. Suppose 
we should reform each other and enter 
into a combination by which the evils 
on both sides shall be eliminated: I 
think it would be a splendid thing. 

Now, for the power of advertising: 

The world is made up of those who lead 
and those who follow, and a vast maior- 
ity of the human family would rather 
follow than lead and only a few are 
capable of leading, and advertising is 
leading, and a majority of men would 
rather be told by the magazines which 
is the style, or which is proper, so 

(Continued on page 6.) 
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THE SATURDAY 
EVENING POST 


pays advertisers so well that its 


columns carry more paid advertis- 


img of the best sort than any other 


weekly magazine, and without 
Liquor, Medical or “swap” adver- 
tisements. Its circulation is nearly - 
seven hundred thousand copies 
weekly, in spite of its increased 
subscription price. It gets three 


dollars a line because it pays. 


Our representatives are helpful with experience 
and advice as to copy and ideas. For many years 
past they have helped in successful campaigns. 
Send for Mr. E. W. Spaulding, No. 1 Madison 
Avenue, New York; Mr. E. W. Hazen, 508 
Home Insurance Building, Chicago, or Mr. A. B. 
Hitchcock, Barristers Hall, Boston. 


The Curtis Publishing Company 


PHILADELPHIA, PA. 
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they will not have to think. They 
would prefer to be lead and to follow. 

The human families want to be lead 
and be told. You let men tell you what 
ticket you are to vote and let a politician 
tell you the same old anecdotes he has 
told you many times before, and you 
will have to be lead to be satisfied, and 
hence it pays to advertise, because it is 
leadership and directs the movements of 
others, and advertising is universal, 
whether it is in print or otherwise. Ad- 
vertising must be continuous. You can- 
not tell a man this year what he must 
do next year. Some men think they 
can establish a business and go leave it 
and not advertise any more, and we have 
had startling examples of failures by 
men thinking they had a great trade es- 
tablished and sitting down and taking the 
profits without spenying any more money 
with the newspapers. The first man in 
the country will let a man walk the full 
length of the store before waiting on 
him; he is succeeded by a man who 
meets the customer at the front door, 
and he is succeeded by a man that does 
this and also advertises. 

If advertising could be done by simply 
bringing one notice to the public it 
would not be necessary for railroads to 
keep up the board “Look Out for the 
Cars.” They would put it up until all 
of the neighborhood had seen it and 
then take it down. People forget. A 
thing in fashion once must be continued 
by the means which brought it in vogue. 
Who remempers things that happened 
five years ago? Recently I stood at the 
head of the grave of James G. Blaine 
and I wondered how many people re- 
membered where it is. Until recently 
you did not know what had become of 
Funston until he had been ordered to 
the command again that brought him be- 
fore the public’s notice. Adeli Patti who 
came back to duplicate the glories of her 
childhood found she had been forgot- 
ten. 

No one knew the value of advertising 
as well as P. T. Barnum; he never went 
to Europe but what he continued send- 
ing publications to America, showing 
that he had not been captured and held 
in the jungles for a ransom. Buffalo 
Bill never goes to Europe, but what he 
floods the American papers, indicating 
he is still there; otherwise, he would be 
forgotten. 

The_Venezuilian questions of, Presi- 
dent Cleveland are befng forgotten, but 
they at one time engaged the public’s 
mind in no small way. The advertiser 
must understand he must continue the 
means by which he won his first suc- 
cess. The United States of America 
was just as great in the Spring of 1897 
as it was in "99, yet between those dates 
George Dewey and the Cuban battle had 
been advertised and Uncle Sam put on 
his international garments and became a 
world’s power and the war advertised 
the fact. He was just as great before 
that time, but nobody, knew it, and our 
international trouble informed the world. 
Certainly, as a nation, it pays to adver- 
tise. 


Wednesday was given up to a 
pre-arranged programme of papers 


read by representatives of different 
branches of advertising. 

E. Allen Frost, of Chicago, at- 
torney ot the Associated Billpost- 
ers and Distributors, opened with 
a forceful talk on “Outdoor Pub- 
licity.”. He showed that while 
newspaper, magazine, street car 
and all other forms of publicity 
are controlled by the seller of their 
space, the billposter buys his space 
of many sellers, and must also 
withstand the opposition of news- 
papers, the attacks of legislatures 
and other adverse conditions, That 
billboard and outdoor advertising 
have grown so amazingly in this 
country against all these unfavor- 
able conditions indicates the great 
demand for it. Unless outdoor 
advertising paid the advertiser 
there would be no demand. Out- 
door advertising is not a substitute 
for other publicity, but it is an in- 
dispensable auxiliary, In the adver- 
tising gamut it is the hardest-hit- 
ting medium. The chief charge 
brought against outdoor advertis- 
ing by its opponents is that it can- 
not be dodged or forgotten, and 
the advertiser has found that this 
charge is true. Therein lies its 
value. 

Professor J. L. Steuart, of the 
University of New York, was the 
next speaker, and his subject “The 
Value of Trademarks.” Professor 
Steuart has made an exhaustive 
study of trademark law, and is a 
specialist in this field. In his talk 
he dwelt on the need for greater 
protection of trademarks through 
new legislation, showing that pro- 
prietary commodities advertised 
under well-known trade symbols, 
are becoming a very valuable form 
of property. Upon this property 
an underworld of swindlers and 
counterfeiters continually preys, 
while existing laws give little re- 
dress for their thefts. He told of 
gangs run down in New York who 
had great quantities of counter- 
feits of every leading proprietary 
preparation, ranging from well- 
known beers, ales, whiskies and 
mineral waters to standatd phar- 
maceutical compounds used only 
in physicians’ prescriptions, As a 
result of his discourse the conven- 
tion has taken steps to investigate 

(Continued on page 8.) 
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STARKE’S SU SUCCESSOR 


New York, October 12, 1904. 
Mr. Charles J. Zingg, Editor, 
PRINTERS’ INK, 
10 Spruce St., New York, 
Dear Sir: 
After a representation, covering a period of five years, of five of the 
leading evening dailies on the Continent, — 


THE WASHINGTON STAR, 
THE BALTIMORE NEWS, 

THE INDIANAPOLIS NEWS, 
THE MONTREAL STAR, and 
THE MINNEAPOLIS JOURNAL, 


I have resigned to join the Paul E. Derrick Advertising Agency, of New 
York and London, as General Manager of the American business. 

I have known these papers intimately and, after severe test, have 
never known one of them to yield to the temptation to cut a rate, to favor 
one advertiser more than another or to resort to humbug of any kind. Their 
cardinal principles are open and frank, dealing, equal and exact treatment 
of all advertisers and agents alike, adherence to rates, sincerity and entire 
absence of ambiguity. They have always given sworn statements of actual 
circulation day by day—have sold a dollar’s worth of advertising for a dollar. 
I regret to sever my pleasant relation with such a list of honorable newspa- 
pers. Adl the good things I have said about them for the past five years, I say 
now, I believe to be true. 

It is with pleasure I inform you that Mr. Dan A. Carroll, who is well 
and favorably known in the advertising world, succeeds me, retaining the 
same organization in the New York and Chicago offices. Mr. Carroll and his 
associates will co-operate with advertisers and agents in every way possible, 
and all may be assured of the most prompt and careful attention to matters 
in connection with the high-grade, home, evening dailies mentioned. 

It must be gratifying to the advertiser as well as to me, an agent, to 
know that there are a few papers which will not change a rate or condition 
through any amount of dickering. Just imagine what a world of bluff, dick- 
ering, and resorting to subterfuge the average agent would be saved if all 
papers followed out these principles. I commend the papers to the adver- 
tising public and I commend Mr. Carroll and his organization as well. 


Yours truly, 


WN & Stok 
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trademark conditions and decide 
what measures, legislative or 
otherwise, can be adopted to rem- 
edy frauds and abuses. 

H. L. Kramer, of “Cascarets,” 
followed Professor Steuart with a 
forceful talk endorsing his views. 
His own commodity has been made 
the object of counterfeiters’ attacks 
at various times, and he has spent 
considerable sums in_ bringing 
counterfeiters and substitutors to 
justice, 

Ben B. Hampton, of the New 
York agency bearing his name, 
spoke on “The Value of the Agent 
to the Advertiser.” Advertisers, 
he believes, are divided into two 
classes in their relation to the gen- 
eral advertising agent. The adver- 
tiser whose business is built on ad- 
vertising instead of manufacturing, 
such a maker of a proprietary rem- 
edy, can often place his publicity 
direct without the assistance of an 
agent, and does so in the majority 
of instances. But the largest class 


of advertisers is that made up of 
manufacturers to whose business 
advertising is more or less inci- 


dental. They have never made a 
first-hand study of its principles, 
and would never enter the adver- 
tising field at all were it not for 
the promotion work of the agent 
who operates creatively. To the 
advertising agent we owe, largely, 
the volume of this advertising that 
has been built up in the past ten 
years. It has created the modern 
magazine and improved the news- 
paper. 

The conciuding address of the 
day was on “The Value of Maga- 
zine Publicity,” by ‘i homas Balmer, 
of the Butterick Trio, New York. 
Mr. Balmer spoke at considerable 
length, and defended his medium 
with statistical evidence of its 
value to a wide range of adver- 
tisers. 

The event of Wednesday evening 
was the “Fest Gelage,” or harvest 
festivai given to the members ot 
the association, with their ladies, 
at the Hotel Jefferson by R. J. 
Gunning, the Chicago bulletin man. 
It is said that this entertainment 
cost in the neighborhood of $4,000. 
Fully 400 guests sat down in the 
main banquet room of the hotel at 


eight o'clock in a forest built of 
green boughs. Autumn leaves 
covered the floor, and the hundred 
or more individual tables were 
decorated with fruits and vege- 
tables. Live birds chirped among 
the trees, King Gambrinus presid- 
ed from an elevated throne, and an 
orchestra led choruses of German 
songs. 

Thursday’s session opened with 
an address on “Trade Paper Pub- 
licity,” by I. A. Mekeel, manager 
of the Dry Goods Economist, New 
York. Ina talk upon “The Evolu- 
tion of an Idea” M. Lee Starke, 
New York, told how the impulse to 
organize the present association 
had come simultaneously to several 
advertising men, himself included, 
and how it had been finally em- 
bodied against a good deal of oppo- 
sition and indifference. In advertis- 
ing as a business, he said, there 
was a lack of co-operative work 
to be found in hardly any other 
important branch of commerce. 
The bringing together of many in- 
terests in such an organization was 
bound to be beneficial to all, and 
the success of the convention 
demonstrated how quickly the idea 
of organization had been seized 
upon. Saunders Norvell, Presi- 
dent of the Norvell-Shapleigh 
Hardware Co., St. Louis, spoke on 
“System in Business.” Brode B. 
Davis took up “Railway and Street 
Car Publicity.” Gerald Pierce, of 
the Chicago Record-Herald, spoke 
on “Newspaper Advertising,” Joe 
Mitchell Chapple, of the National 
Magazine, Boston, on “The Value 
of Organization,” O. S. Perrault, 
secretary of the American Tobacco 
Company of Canada, Montreal, on 
“Advertising in Canada,” and J. J. 
Gibbons, the Toronto and Mon- 
treal general agent, on Canadian 
advertising conditions. There was 
marked enthusiasm over the Can- 
adian talks. 


At the close of an open dis- 
cussion which followed the secre- 
tary of the Association read the 
following telegram: 

Nrw York, Oct. 5, 1904. 
Chairman of Executive Committee, Con- 
vention Headquarters, International 

Advertising Association, Star Build- 

ing, St. Louts, Mo.: 

The Editor of Printers’ INK, the 

(Continued on page 10.) 
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CHANGE IN RATE 


IN EFFECT NOVEMBER 5. 





[For the past year advertisers who have been using EVERYBODY’S 
MAGAZINE have enjoyed a circulation far in excess of the price charged by 
other magazines for the quantity and quality of circulation. We are glad 
that they have had this advantage, and in changing our rates, as per figures 
below, advertisers will continue to have the same advantage, and will receive, 
without cost, a circulation of from 100,000 to 200,000 copies monthly in 
excess of the guaranteed editions, upon which the price is based. ] 





N November 5, 1904, with the January (1905) issue, the rate for 
advertising in EVERYBODY’S MAGAZINE will be $500 per 
page, with a guarantee of 650,000 copies monthly, or pro rata reduc- 
tion. 
On and after this date (September 20, 1904) and previous to Novem- 
ber 5, 1904, orders will be accepted at the following prices, with the 
below-stated guarantees of circulation. 


December, 1904) $400per page. Guarantee of 
January, 1905 450,000 circulation. 
February, 1905 





NOTE.—As the edition for October is 
550,000 copies, the guaranteed circulation 


March, = 1905 \ | Siauon which wil oat the. adverder 
April, 1905 nothing. 

May, 1905 
June, 1905 ) $450 per page. Guarantee of 
July, 1905 550,000 circulation. 
August, 1905 

September, 1905 








October, 1905 $500 per page. Guarantee of 


November, 1905 650,000 circulation. 


The only consideration upon which advertising should be placed 
in a magazine is the quantity and quality of circulation and the price 
charged. The publishers of EVERYBODY’S MAGAZINE invite 
such comparison with any magazine published. 


‘ The edition of the October number was 550,000 copies; November 
00,000. 


THE RIDGWAY-THAYER COMPANY, 


Union Square, New York, 
September 20, 1904. - 





TO PRINTERS’ INK. 


pioneer advertising journal of the coun- 
try, regrets his inability to be present 
at the first convention of the Interna- 
tional Advertising Association. The 
Little Schoolmaster is, nowever, thor- 
oughly in sympathy with the principles 
and ideals of your Association, and eX- 
presses the hope that your convention 
may mark the epoch from which shall 
date a new chapter in the history of 
American advertising. American adver- 
tising is the best in the world, and its 
further development and its solidifica- 
tion as an industry means more Ameri- 
can progress, and business here and in 
foreign [ands. 
Cuares J. ZINGG, 


Managing Editor. 
This message was received with 
warn applatise. 


The report of the committee on 
nominations was then received and 
passed unanimously. The Execu- 
tive Committee which has been ac- 
tive in the preliminary organiza- 
tion was abolished, and instead 
have been substituted three sub- 
committees to take up important 
advertising questions. These are 
as follows: 

Committee on  Legislation—Delavan 
Smith, Indianapolis; Harry L. Kramer, 
Kramer, Ind.; Professor J. L. Steuart, 
New York. 

Committee on Department of Com- 
merce and Labor—Thomas Balmer, New 
York. , i 

Committee on Waste in Advertising— 
Phil A. Conne, New York. 

Membership Committee—J. R. Kath- 
rens, Milwaukee; E. F. Olmsted, Ni- 
agara Falls, N. Y 


Committees on nominations, 
proxies, resolutions, and by-laws 
were then appointed, and the con- 
vention adjourned for the day. 

Directly afterward the members 
made up a party to visit the 
Woman’s Magazine Building and 
plant of the Lewis Publishing 
Company. Special trolley cars 
took them to Camp Lewis, the city 
of tents maintained by this publi- 
cation for its readers visiting the 
Fair, and later a lunch was served 
in the big white building. 


Little change was made in the 
officers for the coming year, only 
the places of First and Second 
Vice-Presidents being filled with 
new incumbents. The list of 
officers is as follows: 

President—Charles A. Carlisle, Stude- 


baker Bros. Mfg. Co., South Bend, Ind.; 
First Vice-President—J. B. McMahon, 


Fairbank Company, Chicago; Second 
Vice-President—Delavan Smith, Indian- 
apolis News, _ Indianapolis; Third 
Vice-President—Barney Link, American 
Billposting Association, Brooklyn; 
Treasurer—E. . Ridgeway, Every- 
body’s Magazine, New York; Secretary 
—Barron G. Collier, Street Car Adver- 
tising, New York; Assistant Secretary— 
E. J. Seward, Royal Worcester Corset 
Co., Worcester, Mass.; Chairman Execu- 
tive Committee—M. Lee Starke, Paul E. 
Derrick Advertising Agency, New York. 

Board of Directors: One year—J. A. 
Patten, Chattanooga Medicine Co., Chat- 
tanooga, Tenn.; Dudley Walker, Chica- 
go & Alton Railroad, Chicago; J. M. 
Campbell, Procter & Gamble, Cincinnati; 
H. G. Ashbrooke, Gledden & Co., Cleve 
land; John Korb, Mennen Chemical Co., 
Newark, N. J.; John L. Mahin, Mahin 
Advertising Co., Chicago; Adolph 5S. 
Ochs, New York Times, New York; 
Julius Kahn, Cash Buyers’ Union, Chi- 
cago; Louis H. Liggett, United Drug 
Company, Boston; Medill McCormick, 
Chicago Tribune, Chicago; Col. W. E. 
Haskell, Boston Herald, Boston. 

Two years—Joseph Kathrens, Pabst 
Brewing Co., Milwaukee; C. H. Guilfus, 
Woodbury Facial Soap Co., Cincinnati; 
William A. Stiles, International Harves- 
ter Co., Chicago; H. L. Kramer, Sterl- 
ing Remedy Co., Kramer, Ind.; E. 
Mapes, Cream of Wheat Co., Minneapo- 
lis; Park G. Hammar, Hammar Paint Co., 
St. Louis; R. J. Gunning, The Gunning 
System, Chicago; E. J. Ridgeway, 
Everybody's Magazine, New York; I. A. 
Mekeel, Dry Goods Economist, New 
York; C. H. Holden, Calkins & Holden, 
New York; Frank Presbrey, Frank Pres- 
brey Company, New York. 

Three years—C. H. Brampton, Ameri- 
can Cereal Co., Chicago; Charles A. 
Carlisle, Studebaker Bros. Mfg. Co., 
South Bend, Ind.; Geo. M. Campbell, Jr., 
Hall & Ruckell, New York; J. B. Me- 
Mahon, Fairbank Company, Chicago; 
E. F. Olmsted, Natural Food Co., Niag- 
ara Falls, N. Y.; Phil A. Conne, Saks 
& Company, New York; Thomas Balm- 
er, Butterick Publishing Co., New York; 
Barron G. Collier, Street Car Advertis- 
ing, New York; Barney Link, American 
Billposting Association, Brooklyn; Dela- 
van Smith, Indianapolis News, Indian- 
apolis; M. Lee Starke, Paul E. Derrick 
Agency, New York and London. 


H. G. Murray, who has acted as 
manager of the Association at the 
New York office, 114 Fifth avenue, 
the past few months, resigned at 
the close of the convention, and the 
place is vacant. The Board of Di- 
rectors is to decide upon the ques- 
tion of having the Association 
regularly incorporated, 


Part of Thursday evening was 
given up to the Pike, several at- 
tractions on this thoroughfare hav- 
ing extended invitations to the As- 
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sociation. After visits to the 
Naval Battle, Hagenback’s Animal 
Show,: Mysterious Asia, Fair Ja- 
pan, the Tyrolese Alps and Eskimo 
Village the members attended a re- 
ception in the Missouri Building 
tendered by the St. Louis Ad- 
Men’s League. President, Frank 
L. Osborne; Vice-Presidents, M. 
Furchgott and M. W. Fenwick; 
Secretary, Bryon W. Orr, and 
Treasurer, Harry Meyer of this 
organization, were in charge of the 
arrangements and acted as hosts. 
During the evening loving cups 
were presented to R. J. Gunning 
and E, G. Lewis in appreciation of 
their entertainment. Music was 
furnished by a quartet and Dr. W. 
H. Pritchard, of New York, 
amused the company of five hun- 
dred advertising men and their 
wives with impromptu character 
sketches. Refreshments and danc- 
ing closed the affair. 

Handsome provision for the 
c nfort of advertising men while 
downtown in St. Louis were made 
by George H. Clements, general 
manager of the St. Louis Star. 
On the second floor of the Star 
Building a large suite of offices 
was set aside some weeks before 
the convention for the exclusive 
use of advertising men. The rooms 
were furnished, equipped with 
postoffice, typewriters, stenograph- 
ers, bureau of information for se- 
curing rooms, facilities for sending 
messages, checking parcels and 
other conveniences. 

At the close of the convention 
the Association had 146 members 
who have been elected and paid 
dues, while there are two score or 
more applications on file. As be- 
tween sellers and buyers of space, 
the latter are in the majority by 
about sixty or seventy per cent. 
Following is a partial list of 
members: 


Thomas Balmer, Butterick"Pub. Co., N. Y. 

M. Lee Starke, The Derrick Agency, N. Y. 

Paul E. Derrick, Paul E. Derrick Adv. 
Agency, London, Eng. 

Barney Link, Amer. Bill Posting Ass’n, 
Brookl Ke 

J. B. Kathrens, Pabst Brewing Company, 
Milwaukee, Wis. “ 

Jas. B. McMahon, N, K. Fairbank Co., Chi- 
cago, Ill. 

Barron G. Collier, Street Car Adv., N. Y. 

John Korb, Gerhard Mennen Chemical Com- 
pany. 
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Medill McCormick; Chitigo 7) Aunes >>, > 
J. A. Patten, Chattatiooga divine'Co, ai 
Delevan Smith, Indianapolis News. 

gay a Carlisle,* Stutebaktr Brod, - 


g. . 5 
> j: Ridenoe Chizage, Be ee 
. J. Ridgway, Eve *s Magazine, 
W. E. Haskell, Routin Herald. were 
E. a Cream of Wheat Co., Minneapolis, 
inn, 
sae Lee Mahin, Chicago, Ill. 
rank Presbrey Co., New York. 
Calkins & Holden Adv. Ag. New York. 
Proctor & Collier Adv. Ag., Cincinnati, O. 
H. C, Yesier, Globe-Wernicke Co., Cincin- 


nati, O. 
Chas. J. Zing. Printers’ Ink, New York. 
Louis Gaylord, Phila. Press. 
Albert Frank & Co., New York. 
The Methodists, A. E. Dunn, New York, 
Geo, A. Throop Agency, Chicago, Ill. 
Lord & Thomas, Chicago, Ill, 
Hall & Ruckel, New York. 
Loftis & Co., Chicago, Ill. 
Van Buren Bill Posting Co., Chicago, Ill. 
Hill Bill Posting Co. St. Louis, Mo. 
Long-Critchfield Corp., Chicago, Ill. 
Molton Distributors Agency, Cleveland, O. 
Rees Advertising Agency, London, Eng. 
Lever Bros. Co., New York. 
Hammer Paint Co., St. Louis, Mo. 
Hill Bill Posting Co., England. 
Cash Buyers’ Union. Chicago, III, 
St. Louis Bill Posting Co., St. Louis, Mo. 
International Harvester Co., Chicago II], 
Natural Food Co., Niagara Falls, j 
Painter Toby Jones Agency, Chicago, Ill, 
Securities Adv. Agency, New York. 
Mallory & Mitchell, Chicago, Ill. 
Chicago Daily News, Chicago, Ill. 
Chicago Street Car Adv. Ag., Chicago, Ill. 
Massengale Advertising Agency, Atlanta, Ga. 
Sterling Remedy Co., Kramer, Ind, 
Geo. Kissam & Co., New York. 
Wm. M. Ostrander, Phila., Pa. 
J. S. Warren, Chicago, Ill. 
N. J. Car Adv. Ca. Newark, N. J. 
Royal Worcester Corset Co., Worcester, Mass 
O. J. Gude Co., New York. 
Geo. W. Cole & Co., Chicago, III. 
Record of Christian Work, 
Vogue, New York. 
N.J. Bill Posting Co., New York. 
Moore Bill Posting Co., Des Moines, Ia. 
Terre Haute Bill Posting Co., Terre Haute, 
Indiana. 

Bill Poster, New York. 
Frank A. Munsey, New York. 
N. Y. Bill Posting Co., New York. 
Federal Lithographing Co., New York. 
George Ethridge Co., New York, 
Curtis Newhali Co., Los Angeles, Cal. 
Amer. Posting Service, Chicago, Ill. 
E. Allen Frost, Chicago, Il 
Varney & Green, San Francisco, Cal. 
Hardware Dealers’ Magazine, New York. 
Taunton Bill Posting Co., Taunton, Mass. 
Oliver Typewriter Co., Chicago, III. 
Bobbs-Merrill Co., Indianapo is. Ind. 
Wm. Waltke & Co., St. Louis, Mo. 
Walter Baker & Co., Boston, Mass. 
C, M. Palmer, New York. 

. Garlich Poster Co., New Orleans, La. 

ecreation, New York. 
Phelps Pub. Co., Springfield Mass. 
National Cash Register Co.. Dayton, 0. 
Havana Adv. Co., Havana, Cuba. 
Graves Tooth Powder Co., Chicago, Ill. 
A. E. McBee Street Car Adv., Louisville, Ky. 
Frank V. Strauss &'Co., New York, 
The American Co., Scranton, Pa. 
The Regal Shoe Co., Boston, Mass. 
B. D. Butler, Chicago, Ill. 


N. Y. 
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Ghas. Hi ag ‘9 Adv..Ag., Chicago, Ill. 
Miss lembeck & 3MIss one. Cleveland, O. 
Bright & Verree, Chicago, IIl. 
Wilmer, Atkins an Co. P 1. pone Pa. 
-N; ; VY. Teibyne, 

~ Roo Fewemoe be Ass’ “~ ss York. 

Prof. j. L. Stcuart, New- York. 

G. G, O'Brien, Pittsburg, Pa, 

The Star Publishing Co., Bedford. Pa. 
Morgan & Wright, Chicago, IL 

gy W. Barber’s Adv. Agency, Boston, Mass. 
L. Davis, New York. 
The gaged Linotype Co., New York, 
A. T. Bond, Boston, Mass. 
The Item, “Philadelphia, Pa. 
Am. Woman’s Review, Philadelphia, Pa. 
—. Cit ‘am Posting and Adv. Co., Sioux 

ity 
The Ant vente Chemical Co., St. Louis, Mo. 
J. J. Gibbons, Toronto, Can. 
Chas. Bernard, Chicago, Ill. 
Will Phillip Hooper, New York. 
James A, Tedford, New York. 
Ad Sense Publishing Co., ae. Ml. 
E. G. Lewis, St. Louis, M 
R. M. Seeds, Indianapolis, “ind. 
The Pompeian Mfg. Co., Cleveland, O. 
Shaw Stocking Co., Lowell, Mass. 
The Loer Supply and Mfg. Go: Cleveland, O. 
Mrs, Annie Y. Orff, St. Louis, 
Mrs. Kate E. Griswold, Boston, Mass, 
Montreal Star, Montreal, Can, 
J. J. Reigal, Boston, Mass. 
M. B. Wilson, New York. 
C. B. Ingersoll & Bro. + Eng. 

Saal E. Derrick, London, Eng. 
The Record- Herald, Chicago, Til. 
Carleton & Hovey, Lowell, Mass. 


The treasurer’s receipts have 
been over $6,000, and at the 
close of the meeting there was 


$1,900 in the treasury, the re- 


mainder having been spent in 
the expenses of organization. The 
financial outlook for the associa- 
tion is encouraging. A large pro- 
portion of those in attendance at 
the convention were billboard men, 
who are members of a practi- 
cal organization that has been 
through all the preliminary steps 
now being taken by the In- 
ternational Advertising Associa- 
tion. They not only gave advice 
and time to the organization of the 
new body, but in several instances 
offered money for current ex- 
penses. It is said that Barney Link 
offered $1,000 to the Board of Di- 
rectors, and several other billboard 
men stood ready to contribute 
$500 apiece. 

The chief question now asked 
is, “Will the International Adver- 
tising Association live, and if so, 
what practical good will it offer 
advertisers ?” 

There can be little doubt as 
to the interest in the St. Louis 
meeting. While the attendance 
on Thursday was estimated at 500 
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persons, the small hall being en- 
tirely filled, there were many 
advertising men in St. Louis who 
did not come to the meetings. Man- 
ager Murray says that fully 1,000 
advertising and newspaper men 
visited the offices provided for the 
association by the St. Louis Star, 
The meetings on the World’s Fair 
grounds were conducted under a 
handicap, for the counter attrac: 
tions of the exposition kept many 
away. But the attendance may 
easily be called phenomenal, con- 
sidering the fact that the conven- 
tion was held in the busiest month 
of the advertising year. The As- 
sociation of American Manufactur- 
ers, one of the most useful com- 
mercial organizations in the United 
States, has about 3,500 members 
and an annual income of $175,000. 
At its last convention in Pittsburg, 
however, only 150 members were 
present, and this was considered 
an extremely large attendance. In 
comparison, therefore, the Inter- 
national Advertising Association 
may be regarded as an exceedingly 
healthy youngster, 

Will it be of real service to ad- 
\V-rtisers ? 

This remains to be seen in its 
further development. The true 
service of such an organization 
centers in its office and manager. 
The Association of American Man- 
ufacturers ran along haphazard 
several years, it is said, until the 
present manager took charge. Then 
it quickly became a factor to be 
reckoned with. The International 
Advertising Association has to-day 
nothing definite in the way of ser- 
vice to offer prospective members. 
But on its Board of Directors are 
leaders in every department of 
publishing and advertising. In a 
very few months they have welded 
it into a compact body, enthusias- 
tic, ready to pay money to keep it 
alive or give their time to its per- 
fection. President Carlisle ‘as 
been to the fore in the organization 
of a similar association. He knows 
what is needed, and is precisely the 
sort of man to drive the new or- 
ganization to success. It was said 
during the first months of the as- 
sociation’s life that it would attract 
sellers of space, but not the buyers. 
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Yet at the St. Louis meeting the 
buyer of space was in the majority. 
It was also charged that no asso- 
ciation could harmonize interests 
so widely separated as newspaper 
publishers, magazine men, adver- 
tising agents and billboard men. 
But the dominant spirit of the St. 
Louis convention was one of lib- 
erality and tolerance. In the single 
instance where a seller of space 
seized an opportunity to decry 
other mediums at the expense of 
his own an apology was freely 
made after his opinions had 
time to cool. Other objections 
raised by opponents were seen to 
be founded only in theory at the 
meeting, and the organization was 
carried forward determined!y—if 
net according to a formal plan for 
the future, then in the feeling that 
organization is modern, and pro- 
gressive, and right, and sure to 
justify efforts made to bring it 
about in a broad way. 3 
Jas. H. CoLiins. 


_ +a 
A PROGRESSIVE BREWERY. 
St. JosepH, Mo., Oct. 5, 1904. 
Editor of Printers’ INK: 

Herewith enclosed you will find order 
blank duly filled out and also enclosed 
you will find remittance of $2.00 for 
which please mail the Printers’ Inx for 
one year. Very truly yours, 

M. K. Goetz Brewine Co, 


—___+9>—___<— 
ADVERTISING PROHIBITED. 


The Rev. J. P. Wilson, Vicar of St. 
Paul’s, Little Hulton, near Bolton, does 
not approve of tombstone advertise- 
ments in his churchyard, and has issued 
a notice that the name of the maker 
will not be allowed upon tombstones 
brought into the churchyard after this 
notice. 

If the practice is persisted in an extra 
charge of ten shillings will be required 
for any stone brought into the church- 
yard bearing the maker’s name. 

‘Tombstones,” says the Vicar, “are 
not the right place for such advertise- 
ments.”—Daily Telegraph, London. 

———__ +o —— 


SOMETHING JUST AS GOOD. 

Patent-medicine proprietor—Did that 
chap we sent the gross of medicine to 
send us a testimonial? 

Secretary—Well, no;—but we got 
ecards of thanks from several of his 
heirs.— Puck. 

—— ee 

An article dealing with the life of 
Carroll S. Page, with views of the Page 
tanneries at Hyde Park, Vt., and an 
account of the processes followed there, 
has been reprinted from Hide and 
Leather, is an excellent pamphlet for 
manufacturers in the shoe trade. 


‘ 





Financial Advertising 


URING June, 1904, Zhe 

Record-Herald carried 23,785 

lines of Financial Display Adver- 

tising, which was 4,310 lines more 

than carried by any other Chicago 
paper. 

During the year 1903 and during 
the first six months of 1904, 7he 
fecord-Herald carried more Finan- 
cial Advertising than any other 
Chicago paper, notwithstanding 
The Record- Herald refused ail 
bucket-shop and other objection- 
able financial advertising. 

A tribute to the superior quality 
of The Record-Herald circulation 
—the largest circulation of any 
newspaper in the United States 
selling for more than one cent— 
whether moining or evening. 














You might as well try to 
run a steam engine without 
water as to try to run an 
Advertising Campaign in 


Toronto 


and vicinity without using 


The Star 


Average daily circulatior 
last six months 


30,045 


Sworn detailed statement 
on application. 


THE STAR 


Toronto, Canada. 
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THE SUBWAY ADVER- 
TISING. 


Fourteen competitors bid for the 
advertising privileges in the cars 
and stations of the New York Sub- 
way. The directors of the Subway 
were also bidders in a sense, as 
serious consideration was givea to 
the question of operating an adver- 
tising department in connection 
with the system, doing away with 
the middlemen who have heretofore 
attended to soliciting business and 
keeping up the service of cards. 
Some time after the first bids were 
received by August Belmont a 
schedule was laid before him 
showing that by operating its own 
advertising department the Subway 
could realize a much greater rev- 
enue than any of the bidders offer- 
ed. The demand for street car 
space in New York is persistent, 
and it was estimated that the cost 
of soliciting could be reduced to a 
minimum. Mr. Belmont thought 
favorably of the plan for some 
time, and it had the effect of caus- 
ing bidders to* zaise their offers. 
The contract was finally awarded 
at the third bid to Ward & Gow, 
New York, who control the 
advertising privilege on Manhat- 
tan elevated lines, as well as 
the elevated station newsstands. 
The price for the Subway ad- 
vertising privilege is understood 
to be in the neighborhood of 
$200,000 a year. Only part of 
the road is thrown open this year, 
and the annual rental increases 
each year as other branches are 
opened. A five-year contract has 
been made, with privilege of re- 
newal, and the average annual rate 
according to its terms is about 
$200,000. This is probably the 
largest contract of its nature in 
the world, and js highly interesting 
when it is remembered that ap- 
proximately $1,000,000 will be given 
for the bare advertising option, the 
Subway company being put to no 
expense for installing or maintain- 
ing the advertising plant. The rent- 
al ultimately agreed upon is said to 
be $200,000 in excess of Ward & 
Gow’s original bid. Mr. Belmont’s 
estimators were experienced ad- 
vertising men, and had calculated 
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that the Subway could clear $800,- 

000 by operating its own advertis- 
ing service, allowing for soliciting, 
empty spaces and all expenses. The 
Subway as completed will have in 
excess of 2,000 cars. Each car car- 
ries forty-two cards on the sides. 
with end spaces in addition. The 
Subway’s figures were based on a 
charge to advertisers of about sixty 
cents per card per car per month. 
Different rates are charged for dif- 
ferent positions. The stations will 
have about as many billboards as 
those of the elevated stations. Be- 
sides the advertising contract the 
Subway also leases slot machine 
and newsstand privileges, the lat- 
ter being a separate privilege on 
the underground road. Street car 
advertising is a peculiarly inflex- 
ible medium. Newspapers and 
magazines can increase their adver- 
tising space almost at will up to 
certain reasonable limits, while 
rival billboard and bulletin com- 
panies never seem to be at a loss to 
acquire new locations. But street 
car companies are close corpora- 
tions with no competition and only 
a definite number of cars. Adver- 
tising contractors leasing streetcar 
space have virtually a monopoly of 
the medium. The streetcar cor- 
poration is the greater monopoly, 
however, and if the companies ever 
find it profitable to operate their 
own service the occupation of the 
streetcar advertising man will be 
gone. Thus far it has been found 
most profitable to the companies 
to sublet this privilege, and in the 
case of scattered lines it would 
seem to be the best method. A 
small streetcar company, or one 
operating in a city where there is 
no steady demand for space, could 
hardly operate its own service at 
a greater profit that the advertising 
lessee, as the latter usually places 
for a dozen or more lines, solicit- 
ing for all simultaneously. But in 
the case of a system like the New 
York Subway the corporation may 
eventually install its own advertis- 
ing department. 


is a small 


a 

“Livery and Uniforms” 
folder showing these clothing specialties 
to good purpose, with prices and hin‘s 
as to the correct thing, from the Eng- 


lish Woolen Mills Co., Cleveland. 
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“VOGUE,” THE FASHION 
JOURNAL. 


Only one weekly journal in the 
United States is devoted to mat- 
ters of fashion—Vogue, published 
by Arthur Turnure, and edited by 
Marie L. Harrison at 364 Fifth 
avenue, New York. Vogue is also 
the one publication in its field that 
gives attention to both men’s and 
women’s dress, and besides these 
subjects treats household furnish- 
ings and management, music, 
books, art and the general intelli- 
gence of the polite world. In the 
latest issue of Rowell’s Directory 
Vogue bears the gold marks of 
quality, and its advertising patron- 
age and character denote that it is 
a journal covering a field entirely 
its own. 

Mr. Turnure was formerly the 
publisher of the Art Interchange, 
which he sold to publish the Art 
Age, now defunct. Thereafter he 
was at the head of the art depart- 
ment of the Harper publications. 
Vogue was founded by him in 
1892, and after struggling through 
the panic of the following year 
reached solid ground. To-day it 
is an exceedingly valuable property. 
Mr. Turnure was invited recently 
to talk for Printers’ INK about 
the scope of Vogue and its value as 
an advertising medium. 

“Vogue is good for advertising 
anything that men or women buy— 
particularly women,” he said. “It 
is distinctly a shoppers’ journal. 
The best reason for its existence is 
that it is based on utilities in that 
it benefits its readers by giving not 
merely editorial pronouncements 
but actual service. That’s why 
Printers’ INK lives and every 
other publication that gathers in- 
formation, prepares tabulated facts 
and puts real work into its col- 
umns. Many publications merely 
advocate fads and personal cro- 
chets. Their existence invariably 
is fugitive. Vogue was founded 
on the knowledge also, that Amer- 
ican fashions are determined by 
this country. The belief that they 
come always from Paris is a popu- 
lar fallacy; many do, but not all, 
and every large dressmaking es- 
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tablishment knows that among its 
best selling models are the Ameri- 
can designs ticketed “Paris.” We 
are sending fashions to Paris this 
year, and if the French capital 
were obliterated to-morrow our 
great shops would go on as though 
nothing had happened. Among the 
American designers of women’s 
dress there are more than fifty 
who directly influence the modes in 
this country. Upon sketches and 
suggestions from many directions 
the fashion news of Vogue is bas- 
ed, and it is the quality and ex- 
clusiveness of the information un- 
derlying this. news that makes 
Vogue what it is—a journal cir- 
culating among the people of taste 
and means who not only seek but 
who can appreciate the latest in- 
formation about dress, 

“This clientele is peculiar. It 
might be termed the radicals of 
fashion—those who look for the 
latest touches, the piquant trifles, 
as differentiated from those who 
are satisfied with fashions six 
months old after they have be- 
come standardized, and which 
make up the vast circulations of 
popular fashion monthlies, every- 
one of which is, without exception, 
compelled by mechanical condi- 
tions to allow months to intervene, 
the work of the artist making the 
fashion drawing and the time of 
publication. Every year there are 
some thousands more readers who 
require Vogue. 

“Vogue never prints a line of in- 
formation that we do not believe in 
ourselves, and at all times it treats 
dress seriously. Women are ab- 
solutely serious about their clothes 
—in fact, people on the whole are 
most serious about the play-things 
of life Not the theory of evolu- 
tion worries them nor the meaning 
of existence, but the hat they shall 
wear, and the children’s clothes, 
and the place to go for the summer. 
Vogue not. only prints fashion 
news, but news of the New York 
shops. Shopping begins in New 
York, and every woman of taste is 
intensely interested in the things 
shown here. A department en- 
titled ‘Seen in the Shops’ gives 
weekly items about new things in 
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dress and home furnishings, print- 
ed with the price but without the 
name of the establishment selling 
them. Retailers interested in pur- 
chasing these articles can learn the 
mame of the firm selling them 
by sending a self-addressed stamp- 
ed envelope. Inquiries of this sort 
became so numerous that a bureau 
of information was set apart to 
take care of them. Answers also 
are given on special subjects ac- 
cording to a schedule of fees based 
upon the work involved in getting 
information. For a question not 
exceeding seventy-five words in 
length we charge twenty-five cents. 
For confidential inquiries the fee 
is $2. For answers sent by tele- 
graph the fee is $5. Information by 
wire is wanted in such emergencies, 
as arrangements for weddings, 
mourning, uncertainty regarding 
wines to be served at dinners, and 
so forth. All information sent is 
absolutely reliable, and the service 
is so close to our readers that this 
information bureau handles be- 
tween 4,000 and 5,000 inquiries 
yearly. About five per cent of the 
letters come from men. 

“The net paid circulation se 
Vogue is over 26,000 copies week- 
ly. The newsstand sales in New 
York City are large, and some of 
our advertisers find it profitable to 
use space in promoting local trade. 
The true value of the journal as an 
advertising medium, however, is as 
a high-class mail-order paper, Our 
mailing lists, which are open to all 
advertisers, show a circulation con- 
forming pretty closely to the dis- 
tribution of the population of the 
United States. Every State and 
Territory is included, and copies 

- go to nearly every foreign country. 
Vogue interests families with say 
$3,000 or more a year income, re- 
tail dealers in dress goods, dress- 
makers and milliners, men who ob- 
serve the nice points of dress, etc. 
We carry advertising for all the 
large shops in New York, many of 
the small exclusive ones along 
Fifth avenue, and for many gen- 
eral household commodities. Our 


rates for space are low, for I re- 
gard advertising as a convenience 
to our readers—and not a second- 
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ary one either. The rate of $100 
a page gives an advertiser publicity 
at a cost of one-half cent per line 
per thousand circulation. This 
rate is as reasonable as that charg- 
ed by many of the general maga- 
zines of circulation running into 
the hundreds of thousands. The 
success of some of our advertisers 
who began with small space has 
been most gratifying. Alice May- 
nard, a fancy goods dealer at 22 
West 22nd street, New York, com- 
menced reluctantly with two-inch 
ads, and now uses a dozen pagés 
a year. Madame Gardner, a de- 
signer of dress specialties at 52 
West 21st street, also began with 
small ads, and now uses twenty 
pages a year.. Peck & Peck have 
a twenty-foot shop on Fifth avenue 
at which they sell nothing but hos- 
iery. The mail-order trade brought 
to them by Vogue justifies a large 
number of Page spaces yearly. 
“Our special issues are valuable 
to advertisers who could use space 
only a few times a year. Their 
circulations reach 50,000 copies, 
and run to eighty pages of adver- 
tisements. Two of these specials 
are devoted to children’s clothes, 
and appear in March and October. 
Our winter fashions number ap- 
pears in November, spring fashions 
in February, summer fashions in 
April and autumn fashions in Sep- 
tember. Just before the holidays 
there is a number devoted wholly 
to gifts. In December appears our 
‘White number,’ treating house- 
hold linen, hosiery, laces, embroi- 
deries, lingerie, napery, corsets, 
neckwear and so on. In May there 
is an outing number. The distinct- 
ive character of these specials 
makes them particularly valuable 
for special advertising, while the 
increased circulation gives a wide 
clientele to general advertisers. 
“Fashion is really a continued 
story. I believe Vogue has longer 
life in the home than any other 
publication. Many of the replies 
sent out from our information 
bureau refer inquirers to back 
numbers of the journal, and we-sell 
a great many binders for holding 
three months’ issues, showing that 
Vogue is preserved and referred to 
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continually. While the circulation 
of Vogue is of high quality, we 
have always opposed the idea that 
only select and exclusive articles 
can be advertised in its pages. 
Some advertisers look upon its 
readers as above buying foods and 
household conveniences. I recall 
one in particular who could not be 
convinced that readers of Vogue 
would purchase soap. We have a 
fine representation of food adver- 
tising, however, and while New 
York custom bootmakers obtain 
orders for shoes ranging up to $14 
a pair through our pages, we can 
also sell many popular priced ar- 
ticles, such as Sapolio and Hand 
Sapolio. I think that advertisers 
do themselves serious injustice 
when they insist upon regarding 
well-to-do women asbeing removed 
from the ordinary things of every- 
day life. Servants seldom decide 
what is to be used in a large house, 
for the whole charm of such an 
establishment comes from the per- 
sonal supervision of its mistress. 
Rather than being a woman above 
buying everyday necessaries, she is 
one who buys for an establish- 
ment equivalent to a dozen smaller 
homes, and prefers well-known ad- 
vertised brands for the same rea- 
son as her less prosperous sister— 
because experience teaches her 
they are best. 

“While Vogue can be recom- 
mended for advertising branded 
dress material, trade marked hats, 
garments, wearing apparel, books, 
furniture, art objects, toilet articles 
and athletic goods, it is also a 
productive medium for sewing ma- 
chines, piece goods, thread and 
sewing silks, paper patterns and all 
articles needed by the woman who 
makes her own clothes. The chief 
reason why many of our readers 
take Vogue is because they live far 
from’ good dressmakers, and are 
thrown on their own resources. It 
has been found a productive medi- 
um, too, for steam cookers, meta 
polish, preserving jars, ironing 
wax. starch, kitchen utensils and 
the like. Few mediums are better 
for food and beverages. I think 
that a hundred representative in- 
quiries from our mail regarding 
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wines and dinners would convince 
champagne advertisers that they 
ought to be represented. Briefly, 
Vogue is good for advertising any- 
thing that men and women buy— 
particularly women. Its readers 
have the same general needs as 
other women and they have the 
money to buy the best always.” 
A WISE MOVE. 

Biocxton, Iowa, Oct. s, 1904. 

Editor of Printers’ INK: 


You are right, the subscription price 
of Printers’ INK at $5 is too high for 
the average merchant. You ask why? 
Because it is largely composed of mat- 
ter relating to newspapers. That of 
course interests general advertisers but 
what does the average merchant care 
whether the Chicago Daily News is 
the greatest newspaper in Chicago or 
not? What interest to him to know that 
the Boston Sunday Journal is a great 
advertising medium, etc. : 

The country merchant especially wants 
to know how to run a store up-to-da‘ 
and how to get up good advertising. If 
you can help him in that at $2 per year 
and throw the other matter in for good 
measure you ought to get every merchant 
the United States to take Printers’ 
NK. 

I have taken Brains, now Retailer 
and Advertiser, ever since it was first 
published but they have raised their 
price to $5 and in my opinion it’s not 
nearly so good to-day as when Hawkins 
Pan it. Will drop it and try Prinrers’ 
NK. 

I enclose check for $4. 
Printers’ INK as follows: 

Ben Dawson, Grant City, 


Please send 


MGs, ©. 2: POST < wcuteeies $2.00 
W. E. Hotaling, Block- 
ton, Ia. 2 years..... 
H. J. Tandy, Grant City, 

ej 8 FON ae och udiens 2.00 

8.00 

Less 50 per cent..4.00 


4.00 
Send me some extra copies and I 
think I can send some more. subscrip- 


tions, Yours sreiys 
W. E. Hotattne. 


SS 

Some fine half-tones of irrigated West- 
ern farm “before” and “after” are 
sent out by the Irrigation Age, Chicago, 
to convince advertisers that irrigation 
farmers are a mighty prosperous class 
and worth appealing to. 


Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Takes the place of 280 County weeklies at 
1-10 the cost. Great saving in bookkeeping, 
postage and electros. Rate, 35 cents. 


Actual average circulation 152,062 
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A Roll of Honor 








(SECOND YEAR.) 
amount of money can buy a place in this list fora paper not having the 


No 
requisite qualification. 


Advertisements unde this caption are accepted from publishers who, accord- 
ing to the 194 issue of the American saweee md Directory, have cummiéion tec 
at 


that edition of the Directory a detailed circu 


elso from pu ublishers who for some reason 
Directory, 
covering a 


ut have since supplied a detailed circulation statement as desc 
period of twelve months prior to the date of making the statement, such state. 


on statement, duly signed and d: mies 
failed to obtain a figure ree in the 1904 
ribed above, 


ment being Sevallable for use in the 1905 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL oF Honor of the last named character are marked with an (3). 


These are generally regarded the paces who believe that an advertiser has aright 


to know what he pays his hard cash for. 


2” Announcements under this classification, if entitled as above, cost 20 cents per 
line under a YEARLY contract, $20.80 for a full year, 10 per cent discount if paid wholly in 
—— Weekly, monthly or quarterly corrections to date showing increase of circulation 
can be made, provided the Sa sends a statement in detail, properly signed and 


dated, ——* the additiona 
paper Directory 


. ALABAMA. 
Annfeton, Evening Star. Daily aver. i 1908, 
1,551. Republic, weekly ave aver. 1903, 2,216. 


Birmingham, Ledger. dy. = a | ~~ 1908, 
16,670. £. Katz., ‘Special Agent, N. Y 


ARIZONA. 


Phoenix, Republican. Daily average for 1903. 
6,088. Chus. T. Logan Special Agency, N. Y. 


ARKANSAS, 


Fort Smith, Times, pO In 1902 no issue less 
1,000. Actual er gd Jor August, 
September, October, 1903, 8,109 
Little Rock, Arkansas Methodist. Geo. Thorn- 
burgh, pub. Actual average 1903, 10,000, 


Little Rock, ae ptist Advance, wy. Av. 1903, 
4,550. Nine months ending Oct. 27, 1904, 5,111. 


CALIFORNIA. 
Freano, Morning Republican, daily. Aver. 1903, 
5,160, March, 6,250. E. Katz, Sp. Ag.,N. Y. 
Mountain View, Signs of the Times. Actuai 
weekly average for 1903, 82,842. 
Redlands, Facts, oany. 
1903 1.456. No weekly 


San Franelseo, Cail, d’y and 8’y. J. D. Spreck- 
els. Actual daily average A year ending June, 
1904, 61,802; Sunday, 85.78. 


San Jone, Pacific Tree and Vine, mo. W.G. 
Rohannan. Actual average, 1903, 6,185. First 
three months, 1904, 8,166. 


COLORADO. 


Denver, Post, he Post Printing and Pub- 
ising Co. At ‘or 1903, 88.798. Average 

lor August, 1904, 45,064, (ain, 8,716. 
&#™ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
A teed by the publishers of the 
ov nu American Newspaper Direct- 
fateh 4 86ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 

verts its accuracy. 


CONNECTICUT. 


Hartford, Times, daily. Arerage fr 1903, 
16,509. Perry Lukens, Jr.. dr., N. Y. Rep. 


Mertden,. Morning Recor Becwns and Republican. 
daily average for 1903, 7.58 

New Haven, Evening evier daily. Actual 
av. for 1908,18,571; Sunday, 11,292. 


Daily average for 


period, in accordance with the rules of the American News- 


New Haven, Goldsmith and Silversmith, 

monthly. Actual average for 1903, 7,817. 
New Haven, Palladium, daily. Arerage for 

1903,%,625. E. Katz, Special Agent, N. Y. - 

New Haven, Union. Av. 1903, 15,827. first 3 
mos. 1904, 15,942. EH. Katz, Special Agent, N. Y. 

New London. Day,ev’g. Arer. 1903, 5,618. 
June, 1904, 6,049. ’ Katz, Spec. Ad. Agt., N. Y 

Norwalk, Evening Hour. Daily average year 
ending June 1, 1904, 8,188 (3). 

Norwich. Bulletin, morning. Average for 1903, 
4,988; first six months 1904, 5,178. 

Seymour, Record, weekly. W. C. Sharpe, Pub. 
Actual average 1903, 1 169. 

Waterbury, Republican. Daily Yr 
5.846. La Coste « ‘Massel. Spec. Y igs, 


DELAWARE. 
Wilmington, Every Eveni Average r- 
anteed circulation Sor 1903, 10.784. abiias 


DISTRICT OF COLUMBIA. 
Washington, Ev. Star, daily. Ev. Star News- 
paper Co. Average for 1903, 8 ,088 (Oo). 
Lewy Tribape weekl Aserege for 1902 
104,599 rst siz mos. 1008, 112.868, 
Sm vithna 1 Seen: Rep., N.Y. «& Chicago. 


FLORIDA. 


saee es Metropolis, Aver. 1908 
98. E£. ‘Kats, Special « Agent, 4 Now York. 


GEORGIA. 
Atlanta, Journal, dy. Av. 1903,88,928. Sept. 
1904, 44,808. Semi-weekly 45,867. 


Atlanta, News. Actual daily average, 1903 
20.104, Average April, April, 1904, 26,547. 
Atlanta, Southern My ipa 
903, +, 80,18 


semi-mo. Actual average for #: 
age jirst six months 1904, 88,666. 


IDAHO. 
Kolse, Capital News, d’y and wy. Capital News 
g. Co., pub. . Arer, 190%, daily 2,761, weekly 
8.475. ’ First 6 mos. 1904, dy. 8,016, wy. $.868. 


ILLINOIS. 

Aurora, News. YM months ending Sept. 
1904, daily average 5,61 

Coire Bulletin. Dally a and Sunda average 
1904 to Sept. 30,1,874; month of Sept., 2,168, 

ng my? Citizen. Daily average 1903. 818; week- 
ly, 1,110. First eight monthe 1904, datly. SS eae 
Fy 1,125. August. 1904, 1904, daily 1,281. 


Cham paign. News. vs. In 190 1902 no issue legs thau 
1,100 daily and 8,400 Weekly (163), 


25. Cae. 











r- 


0. 


3°@ 


ge 


k- 
5; 








boots bu Amnleiie. Gee monthiy. Dr W. 
ouaht etreulation 30 mt Clough, adv. hing 

‘on copies, ing 
Guarantee cin of t ie daertone medical pro- 


hi Bakers’ Helper, poaaly. H. R. 
un tissold "4 verage for 1903, 4,175 ( 


yo o, Breeders’ eyo pod atin 
sanders Pub. Co. average for (90s 
13,880, 20 weeks ending 7 18, 1904, 69,162. 
Chieago, Dental “Digest, mo. de H. Crouse, 
pub. Actual average for 1903, 7,00: 
Chicago, Farmers’ Voice. pote hemes 
age year ending September, 15 1904, 2X, 802 (4). 


Chieago, Grain Dealers Journal, s. mo. _(irain 
Dealers Company. Av. for 1903, 4,854 (OO). 


Chicago. Gregg Writer, monthly. Shorten 
and Typewriting. Actual average 1903, 11,666. 


Chiengo, Home Defender, mo. T. G. ation. 
Act. ar. 1903, 22,500. Last 3 mus, 1903, 84,000, 


Chicago, Journal Amer. Med. A Wy. av. 
1903, 28,615, July, Aug., Sept., 1904, ws, 82,381. 


Chieago, Musical Leader & Concert-(oer, 
wy. Aver. year ending January 4, 18,548. 


Chieago. National Harness Review, mo. Av. 
for 1902, 5,291. First § mos, 1903, 6,250. 


Chicago, Record-Herald. Arerage for 1908, 
daily 154,218, Sunday 191,817. 


Chicago, Retailer’s Journal, monthly. Pre- 
sent circulation 10,700. 

COPY OF AFFIDAVIT. 

I, R. G. Galusho, manager of the Western 
Ne lewspaper Union, Chicago, oes do hereby cer- 
tify that we have rthe RETAILERS’ 
JournaL during t! 4 pet of June, July, 
August, September and October, 1904, an average 
of 10,700 Sopnee per issue. "R. G, GALUSHO. 

worn to and subscribed betore me 
(SzaL) = this One 6th, 1904, 
“ G. Brown, Notary Public. 


Chicago, The Onenative Miller,monthly. Act 
ual average for 1903, 5.542. 

Gibson City, Courier, weekly. Estab. 1873. 
Actual average year ending June 30, 1904, 1,292. 

La Salle, Ray-Promien, Polish, weekly. 
Average (903, 1,805. 

Peoria, Star, eveni ana Sender morning. 
Actual sworn average Jor 1908, 22,197. 

Roekford, Republic, daily. Actual average 
for 1903,6,540. La Uoste & Maxwell, N.Y. 


INDIANA. 

Connersville, Courier, weekly. Actual aver- 
age for 1903,1,567. 

Evanay ibe, Courier, daily and 8. Courier Co., 
pub. Act av, ’02,11,2138 (244). Sworn av. '05, 12.- 
618. Smith & Thompson, Sp. Rep.,N.Y. & Chicago. 

Evansville, Journal-News, Av. for 1903. d’y 
18,852, S'y 14,120. E. Katz, Sp. Agt., N. ¥. 

Goshen. Cooking Club, monthly. Av Sor 
(903, 26.87%. A per sistent medivm, "aa house 
wires keep every tesue for daily refe b 

Indianapolis, News, dy. Aver. net sales in 1903, 
69,885, August, 1904, 78,841. 

Indianapolis, Star. Av net sales for (all 
reourns and anand copies deducted), 86,87 4 (2). 

Lafayette, Morning ing Journal, ae. Sworn 

average 1903, 4,002; July, 1904, 4,562. 

Marion, Leader, daily, W.B. Westlake, 
Actual aver. for 6 mos. end, June 30, 04, 5, a. 

Munele,Star. Average net sales for Sept. (all 
returns and unsold copies dehateds BF, 8b4. 

Notre Dame. The Ave Maria, Catholic Saad 
magazine. Actual average fc Sor 193, 24,08 


Hichmend. Sun-Telegram. Sworn av. 1903, dy 























8,811. r Feb., 190h, 8.944, 
South i Tribune. Sworn da rts x 
1903,5,718. Sworn arerage for f——% 6,88 


Terre Haute, Star. Av. net sales for (all 
returusand unsold copies deducted), 21.5 0 (3). 


INDIAN pg ope ge 
Ardmore, Ardm daily and_ weekly. 
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IOWA. 
Burlington. Gazette, dy. Thos. Stive b. 
Average for 1903, 5,864, ‘une, 1904, 6, 227, ” 


Clinton, Advertiser. Actual daily average for 
1903, 10,280. 


Davenport. Times. Daily aver. 1903, 8.055, 
8. wy. 1,660, Daily aver. March, 904, 9 508. Cir. 
guar, more than double o, uble of any venport daily. 

Decorah, Decorah-Posten (Norwegian). Sworn 
av, cir'n, 198, 89,681. March, 1904, 40,856. 

Des Moines, Capital, daily daily. Lafayette Youn: 
at F—-' average for 1908, $1,898. 

Average for first six months 1304, 85,808, 

City Me Joatetion the largest of, any Des Moines 
newspaper Sa on ranteed. 
ee a rrying Sivertising of the depart- 

stores. Carries largest amount of local 
advertising. 

Den Moines, News, daily. Actual average for 
1903, 45,876. — . ° 

Dea Moines, Spirit of the West. wy. Horses 
and live stock. Average for! for 1902, 6,095. 

Des Moines, Wallace's Fai Pusmer, wy. Est. 1879. 
Actual average for 1903, 88,760. 

Museatine, Journal, Daily av. 1903 4.849, 
emi-weekly 2,708, first four months 5,167. 

Ottumwa, Courier. Daily fe vg March 
and April. 1904, 5,021. Tri-wee average for 
March and Apr il, 1904, 7.704. 

Sioux City, Journal. . ar. for 1903 (sworn) 
19,492, daily av. for a 

ays open. More readers in 


six months of 1904, 
Records a 
ite * jeld “than of all aon daily papers combined, 
KANSAS. 


Wutehinson. News. Daily 1903, 2-768, weekly, 
a 12. E. Katz, Agent, New Yori 


eka, Western School J ae educational 
onl ly. Average for 1903, 8,125. 


KENTUCKY. 


Harrodaburg, Democrat. Best bey A - best 
section Ky. Av. 193, 8,582; growing fasi 


Lexington, Leader. Av.’03, 3.328. Sy. 4 092, 
ist qtr 1 04, dy. 8,928, Sy. 5,448. BE Kat, agt. 


Louisville, Evening Post, dy. Kvening Post 
Co., pubs. Actual avevage for 1903,26,964. 


Paducah, News-Democrat. Daily net av. 1903, 
2,904. Year end. June 30,04, net paid cir. 2,927. 
LOUISIANA. 


New Orleans, News. Dy. av. 1903, 17,528, 
Sunday 17,687. 


New Orleans, The Southern Buck, official 
organof Elkdom in La. and Miss. Av. 03, 4.780. 


MAINE. 
Auguata, Comfort, m H. Gannett, pub. 
Actual average for 1903, t. 20,895 


Bangor. Commercial. Average for 1903, dail 
8,218; weekly 29,006, wee" - 


Dover, Piscataquis Observ Observer. Actual weekly 
average 1903, 1,904, 


Lewiston, Evening Journal, daily. Aver. for 
1903, 6,814(@0), weekly 15.482 (©). 


1 ee Woods and Woodsman,week)ly. 
W. Brackett Co. Average for 1903, 8,041. 


Portland. Evening Express. Average for 1903, 

daily 11,740, Sunday Telegram S090. 

MARYLAND. 

m Baltimore, News, aay, Pte dys Pub- 
shing Co. Average 1903, Septem- 

ber, 1904,51,914, 

MASSACHUSETTS. 


Boaton, Evening Leper te (412), Seaton’ 
tea table paper. Largest amou amount of week-day ad 


Boaton, Post, d ‘or 1903, 178,808. 
dy S188 9%, St raat 
England. See: 


Av. for 4s t. ji. 





Average for 1903, dy., T9543 wy.. 8,872, 





lene ee Sout Ande sels 


pre Kay 4 in New England, 
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Beston. Globe. Ave ‘or 1903, daily, 195,- 
Bad. Sunday rir tee ii 

sements go in morning and afternoon 
edt Gas jaeaes whee: 


SEPTEMBER, 1904. 


SUNDAY. 








DAILY. 
187,845 
188,571 
189,897 


Holiday 
207 





283,054 


D— SOWIMS Mw 


id 


281,839 


20. 
21. 





eusneyene 











Total 1,126,691 


Daily Average, - 190,992 
Sunday Average, 264,072 


Perfect copies weagied fo for 
S. H. "TA YiC IR, IR. 
Business Manager. 


Boston, Traveler. st. 1824. Actuai daily av. 
102, 78,852. In 1903, 76,666. For the first six 
a of, 1904, daily average, 88.810. 

Reps. : mith ompson, N.Y. and Chicago 


ona nao, er sy of Christian Work’ 
0. $1. Aver. for year re. 34, 1903, 20.250, 
Use it if you want a strictly home circulation— 
that sticks. Puge rate $22.40 flat, pro rata. 
Gloueester, Cape Ann News. Actual daily 
@verage year ending February 15, 1904, 4,804; 
aver. jirst six mos. 194, 6,241; ;June, 1904, 6,525. 
North Adama, Transcript, even. Daily net av 
1903, 5,267. Daily av. ww. printed Sept., 1904, 6, O21. 
Springfield, Good Housel Housekeeping, mo. Aver- 
‘or 1903, 185.992. First six months 1904, 
we 166, All advertisements guaranteed. 


Springfield, Re publican. Av. 1903, dy. 15,542 
(OO), Sun. 15.270 (QO). wy. 4,0 086. 


Woreester. Evening ing Post, , Saiy. Worcester 
Co. Average for 1903, 11 1908, 1i 


Weresuin, 0 inion ae jue, ye A. (0). 
At y Bromch pa 
Unit States on Rott of Fo 


MICHIGAN. 
Adrian. Teiegram, dy. D. W.Grandon. Av. for 
1903,8,912. Aver. ist, 4mos, of 1904, 4,100. 
Flint, Mic n Daily Journal. Aver. year end- 
June = 10h, 6,067 (sk). Av. for June, 6,886 (>). 
Grand Rapid«, Evening Press, dy. Arerage 
1903, 87,499. 44,290 aver. daily’ to Sept. 1, 1904. 
Grand Ravtte, Furniture Record (QO). Only 
national paper in its field. 
Grand Rapids, Herald. Average da: sy aes 
Sor 1903, 22.824, +d siz months 1904, 26,187. 
y morning and the the only | Sunday paper here. 
Jackson, Press and Patriot. Actual daily 
average for 1903,5,649. Av. Sept., 1904, 6,726. 


4,759,810 





Post 
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Kelamepe, Gazette, daily, six mos. to Sept, 
<< 10,1 rays pS 4,500 more subscri! 

m an other per Publ ished 
Threemonths to September ‘st, 1 as sie 

Kalamazoo, Evening Tel a First six 
mos. 1904. dy. 9,881, June, 9 June, 9, . rea 9,281, 

Saginaw. Sunday. 


Courier-Herak Herald, =, 
Average 1903, 8,288; 8; September, 1904, 10,888. 


Saginaw. Evening iz News, d dai 
1903, ii. 815. September, sae Tattgt 14,8 86" 


MINNESOTA. 


Minneapolia, Farmers’ Tribune, twice a-week, 
w.J. Murphy, pub, Aver. _Aver, for 1903, 68,686. 


Minneapolis, Farm, Stoc Stock and Home, semi- 
monthly. Actual average 1903, 78,854. First six 
months 1904, 79,500. 


Minneapoli«. Journal, daily. Journal Print- 
ing Co. Average for first 8 m 8 mos, in 1904, 68,5388, 
Minneapolis, Svengen enska Amérikanska Posten, 
Swan J. Turnblad, pub. — 49,0. wwe 
Minneapolis, The 
monthly. Actual average 190 1903, s08.260. 
Minneapolis Tribune, W. J. survey. pub. 
Est. 1867. Oldest eee 
32; last a. 1908, 


H hald 





daily av enue, 72,8) 


was 7%7,12%: Sunday, 62,924. Sunday 
a ‘or first nine mouths of 1904 was 
68,555. The daily —s Sor ithe jirst 
nine months of year was 6,468. Dail; 
average for Onn Meer 88,800. 
Minneapolis daily listed 
- Rowell ertcan ee ae = 
Directory regularily pub- 
Atal lishes its fA. orer acon 
AN — period down to date ms 
aaa?) LL OF Honok, and publishes 


detatied statement in its own ‘col. 
e Tribune ia the ree- 
ognized Want Aa Bk, of Minneapolis. 


Owatonna, Chronicle, semi-w’y. Av. for 
1903, 1,896. Owatonna’s leading newspaper. 


Present circulation, 2.100. 


&t. Paul. Der Wanderer, with ag’! sup., Der 
Farmer im Westen, wy. Av. for 1903, ch 00. 


St. Paul, Dispatch, dy. Aver. 4 58,0. 
Present average s¢,624. ST PAULSS ead. 
ING NEWSPAPER. W’ -_ W'y aver, 1903, 78,02 

St. Past, News, daily. “daily. Actual average ~~ 
1903, 85,816. 

St. Paul. Pioneer-Press. 
4903 84,298, Sunday 80.988. 

St. Paul, The Farmer, ag! agri.,s.-mo. Est. pear 
Sub. 50c. Prof. Th. Shaw, ed. - av. year end, 
February, 77,861. Actual _ Actual present av. 85,000, 

St. Paul, Volkszeitung. Actual arerage 1908, 
dy. 11,116, wy. 28,414, Sonntagsblatt 28,408. 


Winona, Republican and I and Herald, daily. Aver- 
age year ending June, 1904, 4,126, 


Daily average for 


Winona, Westlicher Herold. A 1908, 
p mS =e Winona, 28,111; blatt 
Westens, $0,045. 
MISSOURI. 
Joplin, Globe. daily. Average se, ey. 


July, 1904, 12,158, E. Katz, Special A 


Kansas City, Journal, d'y and w’y. Average 
Sor 1903, daily 0,268, week weekly 188,725. 


Kansas ose. World, dail daily. Actual average 


Sor 1903, 61. 
Springfield, ey oa South, monthly. Actual 
—s ‘or 1908, 2 


t, Joseph, News and Press. pote aver. for 
wen “80,418. Last 3 mos. 1903, 85,065. 


ot i “owe Medical Brief.mo. J. J. 


.ed.and pub. Av. for io3 BE BSO” 
St. cee Star. Actual daily average for 
1903. 64,878. ., A 


St. Louis. The Woman’s M e,. monthly. 
Women and home. leat oo Proven aver- 
age for 1903, 1,845.5 ctual — qn. 
age for J 3 nani aie tL 4115988, "Beery 4 
guaran ‘0 
4 layout ‘remain rs 2 any 006, copie “ful 
in 
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MONTANA. 
Butte, American Labor Union Journal, week- 
ly. Average 1903, 20,549 general circulation. 
Butte, Inter-Mountain, evening. Sworn net cir- 
culation for 1903, ».61%. Sworn net circw 
lation from Jan. / to June 30, » ws, over 14,000. 


NEBRASKA. 

Lincoln, Daily Star. Actual average for 1903, 
11,165, April, 14, 14,485. 

Lincoln, Deutsch-Amerikan Farmer, sere: 
Average year ending June, 1904, 149,808. 

Lincoln, Freie Presse, ae. Actualaverage 
for year ending June. ne. 1904, Vi 152,088. 

Lineoln, Nebraska Teache Teacher, monthly. Towne 
& Crabtree, pubs. Average for 1903, 5,810. 

Lincoln, Nebraska Farm Journal. Monthly 
average yeur ending August, August, 1904, 14,400 (3). 

Omaha, Den Danske Pioneer, wy. Sophus F. 
Neble Pub. Co. Average for : 1903, 29,084. 

Ousbe. News, daily. ily. Actual average for 1903, 


41,38 
‘NEW HAMPSHIRE. 
Franklin Falla, Journal-Transcript. weekly. 
Towne & Robie. Actual average 1903, 8,560. 
Nashua, Telegraph, even., daily and weekly. 
Actual daily average 8 months 1904, 2,800 sworn. 


NEW JERSEY. 

Camden, Daily Courier. Est. 1276. Net aver. 
circulation for 8 mos. end. A end, Aug., 34, 1904, 8,229. 

Camden, Post-Teiegram. Actual daily aver- 
age, 1903, 5,798 sworn. oe 

Clayton, Reporter, weekly. F. Jenkins, 
Pub. Actual average for 1903, 2, die e 

Hoboken, Observer, daily. " eee average 
192, 18,097 ; Sept., 195, 22,75 

Jeraey City. Evening Journal. Arerage for 
1903, 19,012, First six mon six months 1904, 21,024. 

Newark, Evening News. News. Evening ews Pub. 

. Av. for 1903, dai ly 58.806 896, Sunday 16,291. 

Newmarket. Advertiser ’' ’Guide,mo, Stanley 

Day, publisher. Areruge for 1903, &,125, 


Red Bank. legi-ter, weekly. Yst. 1878. John 
H.Cook. Actual averuge 1903, 2,961, 


Washington, Star,wy. Swornar,’08,8,759. 
Sworn aver. for year ending Sept. 1,04, 8,904. 


NEW YORK. 
Albany, Journal, evening mama Co. Daily 
averuge for Sep tember, 21,6. 21,656 
Albany. Times Union, ever every satan Fstabl. 
1856. Average for first three months / 4, 29.626, 
Batavia, News, evening. Average 190%, 
6,487. Six months, 1904, 6,310. 

Binghamton, Evening Herald, daily. Herald 
Co. Average for first three months 1904, 18,2140, 
| uffale, ve oo morn ; Enquirer, even. \\ 
J. Conners. Sor ims, morning 50,882, 

evening 33, ose; Dulac areruge 63,586, 
Buffalo. Evening News. Daily average 1903, 
79.408, First 3 months 1904, 85.949. 
Catekill. Recorder, weekiy Harry Hall, edi- 
tor. 1903 av., 3,408. Av. August, 1904, 8.659. 
Cortland, Democrat, Fridays. Fst. 1849. Aver. 
1903, 2,248. Only Dem. paper m county. 
Lyons, Republican, established 1821. Chas. H. 
Betts, editor and prop. Circulation 1903, 2,821. 
Mount Vernon, Daily Argus. Average /903, 
2,989. Westchester County’s leading paper. 
Newburgh, Nena, daily. Av. for 1903, 4,187, 
4,000 more than all other Newb’ gh paper's combined. 
New York City. 
American Machinist, w’y, machine construc. 
Also European edition.) Arerage 1903, 20,475. 
Army & Navy Journal Est. 1863. Weekly arer. 
for 1908, 9.026( )-, Present ciroulation (May 7) 
9,415.’ W.0.€ P. Church, Pubs. 


Automobile (The), 9 Flatiron Building 
Average circulation 1903, 10,022, 





Baker’s Review, montaly. W. R. Gregory Co., 
yee: Actual a average for 153, 1450" 
Average for lust three ree months 1903, 4,700. 


Benz ger’s Magazine, fam: family monthly. Ben- 
ziger Brotbers. Average for 1903, 29,208 copies. 


Clipper, Mage (Theatrical), Frank Queen 
Pub. Co., Ltd. Aver. r- for 1903, 1903, 26,912 (© ©) 689). 


Dry Goods, monthly. _ Mas Max Jagerbuber, pub- 
lisher. Actual average for 1903, 4,836 6, 


El Comercio, mo. Spanish export. J. Shep- 
ard Clark Co. Average for 1903, 6,667. 


Electrical Review, weekiy. Electrical Review 
Pub, Co. Average for 1903, 6,885 (© ©). 


Elite Styles,monthly. Purely fashion. Actual 
average for 1903, 62,125. 


Engineering News, A weekly journal of civil, 
mechanical, mining and electrical engineering. 
Average circulation 1903, 12,642 (© ©). 


Forward, daily Forward Association, Aver- 
age Jor 1903, 48,241, 


Four-Track News, 1 monthly. Actual av. 
for six months ending tember, 1904, $8,884 
ee edition guarant 1 00,000. 


rdasher, mo , est. 1881. Actual average for 
108 SiG. Binders ‘upldartt and Post 
receipts distributed monthly to advertisers. 


Hardware Dealers s.agi.z.ne, morthly In 
1993 no issue less thun 17.000. (OO). 


Junior Toilettes, fashion monthiy. Max Jaeger- 
huber, pub. Actual average /90:, 86,540. 


Leslie’s Weekly. Actual aver. year end. A 
1904, 69, O7F (2). Pres. av. over 75.000 week iy. 


Leslie’s Monthly Mpgazine, New York. Arerag 
circulation for the pust 12 bape en bs 112, 
Present average circulation 267.60 Novem- 
ber number guaranteed 300,000. 


Music Trade Review. music trade ang art week- 
Average for 1903, 5.588. 


National Frovisioner, weekly. Packing houses, 
butchers, cotton seed oil, etc. 1903 av. cir. 6,402. 


Newspaperdom, w "kly, Rec Recognized journal of 
newspaper pub’g and adv’ g. Aver, 1908, 5,189. 


New Thought, monthly. | 27 F. 22d St., New York. 
Sydney Flower, publisher. Number of copies and 
advertising rates given each month on first page 
reading matter. Sample copy free for the asking. 
Worth examination. NEW THOUGHT has made 
money for all its advertisers. Discount to 
agencies, 25 per cent aeea published rates. Aver- 
age for 1903, 104,977 


Printers’ Ink, week! 








A P eens for advertis- 
ers, $5.00 per yea r. Rest. 1888, Average for 1:03, 
11.001. oes Sor six months ending June 
30, 1904, 12,803, 


The Ladies’ World, mo.. household. Average 
net paid circulation, 1903, 480.155. 


The People’s Home Journal. 515.250 monthly, 
Good Literature, 454.388 monthly, average cir- 
culations ig s93—all to oe sub- 
scribers. M. Lupton, Publisher 


The Wall Street Journal. on Jones & Co. 
publishers. Daily average for 1903, 11,987. 


The World, Actual arer. for 1908, Morn. Ste 
607, Evening, 857.102. Sunday, 388,650. 
Toilettes, fashion. monthly. Max aceiitben. 
“oe Actual average for 190%, 61,800. 
iter. Case and Comment, mo. Law. Av. 
stam 30, 000 ; 4 years’ average, 20.18 


Sehenectady, Gazette, daily. A. N. Liecty, 
Average for 1902, 9,097. Actual average for 
1903, 11,628. 


Syracure. Evening Herald, daily. Herald Co., 
pub. Aver. 190% , daily 88,107, Sunday 88,496. 

Utiea, National Electrical Contractor, mo. 
Average for 1903, 2.708. 

Utiea, Press, nt Fg A. Meyer, publisher. 
Average for 1903, 14.4 

W araaw, Western — Yorker, weekly. Arer- 
age Sy 1903, 8,802, In county of 32,000 with 
no daily. 


Wellaville, Reporter. Only dy. and s, 
2968. 














Co. Av. 1903, daily, 1.184; semi-veekly, 
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NORTH CAROLINA. 


Chastonte, Observer. North Gaetione fare 
most newspaper. Act. daily av. 5,582 | 
Sunday, 6,791; senitaceehly, 8,800. “Hiret three 
months 1904, 6.578 
Elizabeth City, Tar Heel, weekly. Actual 
average 1903, 8,500. Covers Covers ten counties. 
Raleigh. Biblical Recorde: Recorder, weekly. Average 
1903,8,87%2. First five months 1904, 10,166. 
NORTH DAKOTA. 
oy Forks, Herald, dy. av. Yang April, 1904, 
Will guar. 6.000 Sor ir, N. Datota’s 
picoks? DAILY La Coste & hanweil N. .Y. Rep. 
Grand Forks, Normanden, weet] .Av. for 1903 
5, Guar. 6,550 after August /,1904. 


OHIO. 
m. Beacon Journal. Average 1903, 8,208. 
N. a "52 23 Temple Court. Av. Aug., 1904, 9,547. 


Cincinnatl, mag? and Server, monthly. Actual 
average for eOhhate 088. Actual at e oa 
1903, 8, 62 25. organ Leer aud — 

“ 


ra rten 
Int. League eh ine Ale WATCH US GROW. 


Cleveland, Plain Dealer. Doster. Est. 1841. Actual 
daily average 1903, 66,445; — 60,759. 
Sept., 1904, $5,288 datiys daily; Sunday, 9,784. 


Dayton Daily News 
Guaranteed 
Circulation 


For six months ending August 31, 1904, was 
19,084 copies per issue. Certified by 
Advertisers Bureau of Circulation Ex- 
aminers. 

Larger circulation than other three Dayton 
dailies combined. Write tt in the contract, 

Laneaster, Fairfield Co. Republican. In Aug- 
ust, 02, no issue less than 1.680 for 2 years. 





Londo rp pemees. semi-wy. Actual average 
1902, 8.101 Average 1903, +809, six months 
1904, 8,522. 


Mansfield, Daily News. Act. a 
June 30,04, 4,280 %). First ¢ Dautemes. ‘iat. 
Springfield, Press-Republic. Aver. 1903,9,28 
April, ‘04, 10,155. N.Y. office, 523 Temple aot 
Washington Court House. on ette Co. 
Record, weekly. Actual average 1903, 1,775. 
Youngstown, Vindicator. D'y av. .., 11,009. 
LaCoste «& Maxwell, N.Y., Eastern Reps. 


Bones ille. Signal, daily, daily, reaches 3. E. Ohio. 
Guarantees 5,000. rage six mos. 1904, &,814. 


Cg nimes Reorder Sworn av. Sept., 
1904. 9,875 (%). Guarantee d double nearest com: 
petitor and to exceed combined competitors. 

OKLAHOMA. 

Guthrie, Oklahoma Farmer, wy. Actual 
average 1903, 28,020. 

Guthrie. Oklahoma § aoe Capital, dy and wy 
Aver. for 193, daily 20,062, weekly 2o. oid. 
Year ending July 1, '03, a. , 03, dy. 19,868; wy. 28,119 


Oklahoma City, ‘The Oklahoman. 1903 aver. 
5,816; August, ’04, 8,818. EH. Katz, Agent, N.Y. 


OREGON. 


Portland. Oregon Daily Journal. Actual aver 
aze for 1903, 8,946; first 7 capaehe 1904, 14,479. 


PENNSYLVANIA. 
Chester, Times, ev’g dy. Average ‘903, 8,187. 
N. Y. office, 220 B’way. F R. Nor thrup, Mgr. 


Frie, Aug. Klenke, Mer. 





People. weekly. 
Average 1903, 8,088. 
Erie. Times, daily. 


gvenage Sor 1903, te es. 
September 194,14,688. E. 


. Katz, Sp. Ag N.Y. 


Philadelphia, American Medicine. Av. 
for 192, 19,827. °37. 


Av, March, 1903, 16, 








The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement om the actual cir- 
culation of THE BULLETIN for each day in the 
month of September. 1904 








Total for % days, “a 433 copies. 
NET AVERAGE FOR SEPTEMBER, 


185,017 copies per day 


BULLETIN’s circulation figures are net; 
elle damaged, unsold, free and returned copies 
have been saan 

mM. L. MCLEAN, Publisher. 

Philadelphia, Oct. Mi ‘1904. 

In baa oy there are abou! it 230,000 homes. 
THE BULLETIN’s circulation, ——. aes the 
month of September averaged 185,017 copies per 
Gey. Ya each evening into a angooe of these 


Philadelphia, Camera, 1 moni Frank V. 
Chambers. Average for 1908, Sor 1903, 37,12 


The Breaiig 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


(37,205 copies per day 


fhe following statement showe the actual cir- 
culation of THE EVENING TELEGRAPH for each 
day in the month of September, 1904: 








Total for 26 days 3.567, 
BARCLAY H WARBURTON, 
President. 

THE KVENING TELEGRAPH is best for advertis 

ing. It goes into the home and stays ogg 
Philadel phia, German Daily Gaze 

circulation first six mos.1904, das in 942,41 ‘Sun 

day 87,268. Sworn statement. Ctr. books open. 
Philadelphia, Press. Av. circ. over 100,000 

daily. Net average for Sor August, 1904, 109,427. 


Philadelphia, sunday 8c! Schoo! Times, weekly. 
903, 102, tes 





Average for 1 61. Send for ra 
The Religious Press  Aameaaiion  aaaae oe 
Philadelphia, The Grocery W: Actud 


average year ending August, 1904, rh ean 





ana 
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Philadelphia, Farm Journal, monthly. Wil- 
mer Atkinson iy Publisners, verage 
‘or 1908, 544,676. nters’ Ink awa 
the seventh Sugar Bow! to to zeeeurael with this 


t iwarded June ue, 1902, by 
‘“d : Printers’ Ink, ‘The Little 

Schoolmaster’ in 4 in uf 

ce 0 Speartisiug to the Farm 

‘ Journal, After a canvass: 

“of merits extending over a 


“pe of half a among ali 
” Vinee OF Oo tea tw the United Rates, has been 


‘pronounced the one serves its purpose 
“as an ed aud for the agricultu- 
“ral population, and as an fetes and economi- 
‘cal medium Fd communicating with them, 
“ through its a vertising columns.’ 

fitthore, leber © World, wy. Av. 1903, 18, 
088. caches bes paid class of workmen in U.S. 


oodles ce eventag ing Chronicle. Official county 
organ. Daily average 1903, 6,648, 
Weat Chester. Local News. daily. W. H. 
Hodgson. Average for 1903 15,168. 
Williamsport, Grit. America’s Greatest 
“. Net paid average 1903, 181,868. Smith 
& Thompson, lKeps., New York ‘and Chicago. 


¥ om Dispatch, aay. pene Publishing 
Co. Average for 1903, 8,10 


RHODE ISLAND. 
Providence, Daily Journal, 16,485 (@0). 
Sunday, 19,892 (© ©). Evening Bulletin 86,886 
average /908. Providence Journal Co., pubs. 


Weaterly, Sun. Geo. H. Uiter, pub. Average 
1003, 4,888. Only daily in So. Rhode Island. 


SOUTH CAROLINA. 


Anderson, People’s Advocate, weekly. P. 
Browne. Average 1903, no tasue less than *. rho. 


Charleston, Kvening Post. Actual dy. aver. 
for third 3.months 1904, 8,974. 

Columbia, State, daily. State Co., publishers. 
Actual aver. for 1903, daily, 6.568 ( 3 semi- 
weekly, 2,01 $ Sunday, 205. First six mos. 
1904, daily 7,699, Sunday 8,928. 


TENNESSEE. 
Lewisburg, Tribune, ot ew. Ww. M. 
Carter. Actual average 193, 1,801. 


ay 3 Coemnanetial Apes. yey, re 
ve rage 1903, dai 8,9 
88.0 0, cooein 77,821 (64). ey pad “a 
daily 88,447, Sunday 45,898, weekly 88,109. 
Memphis, Morning } News. Actual daily aver- 
age for 1903, ats For six months ending 
June, 1904, 21,58 
Nashville. Seana daily. Aver. for year 1903, 
72. Six months 1904, 20.851. Only Nash- 
ville dailyeligible to Roll Roll of E Honor, 
Nashville, Progressive ssive Teacher and Southw’n 
School Journal,mo. Average for 1903, 9,500. 


TEXAS. 
Pengen, Denton Co. Record and Chronicle, 
w’y. W.C. Edwards. is. Average Sor 1903, 2,689. 


El Paso, Herald. Dy. av. 1903, 8,265; April, 
1904, 4,284. Merchaxts’ canvass showed Hera ld 
in 80 per cent o, ov El Paso homes. ‘Only El Paso 
daily paper eligible to Roll to Roll of Honor. 

Paris, Advocate, £4 dy. WN. Furey, pub. Act- 
ual average, 1903, 27. 


VERMONT. 


Berre, Times, daily. F. E. Langley. Aver. 1903, 
2,710. Five months in 1904, 8,062. 

a gga: Press. Daily av. ’03, S.5¢s. 
81-2 mos. to Sept. 15, 6,854. At present 6, b00. 
amined by Association of American promt tng 


Burlington, News. Jos. Auld. Actual daily 
average 1908, 5,046, sworn av. Aug., 1904, 6,161. 


VIRGINIA. 

Norfolk, Dispatch, daily. Sworn average for 
1902, 5,098 ; for 1908, 7,482; February, 8,448; 
March, 9,241. 

Richmond, News Leader, ped evening ex 
cept Sunday. Daily average February 1, 1903, to 

uary 1, 1904, 27,4 largest circula- 








The 
tion between We Washington ail Atlanta. 


Bichmoné Tapes Dipaneh, morni: Actual 
daily a verage six an mg, 190k, 
19,618 High price "otroulation th no waste 
jhe duplication. f ninety per cent of Richmond 


The State paper. 
WASHIN aaON. 
Seattle, Times. Actual a circulation 4st 


6 months 1904, daily 86. $43. “sunday 48,679. 
By far largest da daily and. and Sunday in State. 

Tacoma, Ledge PU; av Food 1903, 12,7173 Sy., 
15,615; oy., BDA. verage 6 mos, 1904, dy. 
14,872; Sy., 18,294; ye 8 ¥,501. 4.0. C. Beck: 

with, Tep., ibune Bldg. 

WEST VIRGINEA. 
Parkersbun Sentinel gat R. E. Hornor, 
pub. sorage tor 1903, 903, 2,801 054). 

Wheeling News. , Daily paid cirew’n 9,707, 
Sunda cirewn 10,8 For 12 months up 
to apr 1904. Guarantees a paid circulation 
equal to any other two Wheeling papers combined. 

WISCONSIN. 

La Crosse, Chronicle. Daily average year end. 
June, 1904, 5,885 (3k). Aver. Yune 194,6.671. 

La Crosse, Leader-Press evening. Actual 
average 1903, 5,590. . Average June, 1904, 6,108. 

Milwaukee. Evening Wise ba oe) fy. K.vg. Wis- 
consin Co, — > v8 1; December 
1903, es September, niber, 190% "26,546 (OO). 

Milw e, Germania-Abe niin dy. Av. 
parental: "04, 28,876; av. leb.,'0h, 24, 8 s. 

Milwaukee, Journal, daily. Journal Co., pub. 
Av. end, June, 1904, 86,016. June, 1904, 86,870. 

Oshkosh, Northwestern. daily. Average for 
1903, 6,488. First six months 1904, 7,228. 

Raeine, Journal, daily. Journal Printing Co. 
Average for 1908, 8, woz, 

Py. Wisconsin sin Agricu Iturist, weekly, 

rage for 4 1903, $8,181. First 6 months 1904. 

rt 87%.” Advertising $2.50 per inch- 


WYOMING. 
Cheyenne, Tribune. Actual daily average for 
1903, 2,709. 
Rock 8 cia Independent. Weekly a’ 
Sor 1903, First eight months 1904. 1,582, 


BRITISH COLUMBIA. 
Vancouver, Province, daily. W. a Nichol, 
publisher. ne 1903, 888 
September’, 1904, 7,9 
Victoria, Onontee a doll . Colonist P. & P. Co, 
Average for 1903, 8,695; June, 1904, 4,808. 


MANITOBA. CAN. 
Winntpes, Der Nordwesten, Western Canada’s 
an hewspaper, covers the entire German 
speaking population ite exclusive field. _Aver- 
age for 12 months ending Jui June 30, 1904, 10,798. 
Winnipeg, Free Press, da ily and peky. Ave 
erage for 1903, daily, Ta = 7 weekly, 18,908. 
Daily, September, 1904, 26,01 


NEW BRUNSWICK, CAN. 

St. John, Star. Actual daily average for 
September, 1904, 6,806. 

NOVA SCOTIA, CAN. 

Nalifax, Herald ( Lone i Ball. 
Sworn circulat nog + 14-9 Flat rat 

ONTARIO, CAN. 

Toronto, Canadian Implement and Vebicle 
Trade, monthly. Average for 1903, 5,875. 

Toronto. Star, daily. ee yen r ending 
June 30, 25,988; first nine months 1904. 80,260. 

Toronto, The News (Independent), evening. 
daily. Average first six mont: 1504 86, 754 rN 
Average for  baptonber, 85,08. 

QUEBEC, CAN. 

Montreal, gw fouls. Est. 1808. Actual 
average for 1903, 22,515. 15, 

Montreal. La Presse. Treffle Berthiaume, pub- 
lisher. Actual waren, om, daily 72,894. 
Average April, 1904, 80.116. 80.1 

Montreal. Star, dy. & w = * arian & Co. Av. 
for’03, dy, 55.127, wy. 12 269 (1145). Stix mos, 
end. May 3, '03, dy. av. 55,147, wy. 492,157, 
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THE WANT-AD MEDIUMS 
OF THE COUNTRY. 











¢2"Printers’ Ink has always held that gomepapere which carry the largest number of want ad- 


vertisements are closest to the heart 


can’t do wrong if you 4 your advertisement in 


city in which it is printe 


lications entitled to be listed under this heading are 


t= Pub charged 
$10.40 a line for a year. Six words make a line. Display type may be used if desi 


ARKANSAS. 
sas GAZETTE, Little Rock, estab- 
Hijshed “819. Arkansas’ leading and most 
sires circulated ce Average first six 
mont 8 1904, 8,581 copies. 
GAZETTE carries more Want ads than all 
je Arkansas papers cumbineid. lates, Ic. a 
word. Minimum rate 2c 


CALIFORNIA. 
T% Tres prints more “Want” and otherclas- 
sified in 10s Angeles —— 3 ‘ — ae PM e 
newspape! ies combin is the 
medium for the e: ~~ e of commercial intelli- 
gence throughout | the whole Southwest. 

R a FOR EACH INSERTION ; 
minimum charge mts. Sworn daily average 
for year 1908, 96.656. co jes. Sunday circulation 
regularly exceeds 51,000 copies 


COLORADO. 
ry. HE Denver Post, Sunday edition, Oct. 9, 194, 
contained 3,538 want ads, a total of 86 8-10 
columns. The Post is the big Want medium of 
the Rocky Mountain ion. The rate for Want 
advertising in the PosT is five cents per line 
each insertion, seven words to the line. 


CONNECTICUT 
ERIDEN, Conn., RECORD covers field of 50,000 
4 pulation; on geo people are skilled 
mochanion. Classitied rate, cent a word a day, 
five cents a word a week. “Agents Wanted,” 
ete., half cent a word a day. 


DELAWARE. 
TILMINGTON people use the EVENING JouR- 
NaL for “Want ads.” Foreign advertisers 
can safely follow the home example. 


i Delaware the only only daily paper that guar- 
antees circulation is ‘‘ Every Eveniag.”’ It 

carries more classified advertising than all the 
other Wilmington papers combined. 


DISTRICT OF COLUMBIA. 
fHE Washington, D. C., EVENING STAR (OO) 
ee carries ory the number of WANT 22 
any other paper in Washington and more than 
all of the other papers combined. 
KE COMPARISON ANY DAY. 


GEOKGIA. 
HE Atlanta JOURNAL carries three times as 
many Wants as its chief competitor. 


ILLINOIS. 
proms (Il.) JOURNAL reaches over 13.000 of 
he prosperous people of Central Illinois. 
Rate, one cent per word each issue. 


et Chicago DaILy NEws isthe city’s “Want 

directory. 1t om during the year 
1903 10,781 columns of “classified” advertising, 
consisti: of 634,626 individual advertisements. 
Of these were transmitted to the DaILy 
NEws office by telephone. No free Want ads are 
published. e DAILY NEws rigidly eee all 
objectionable advertisements. ‘Nearly every- 
body who reads the i y language in, Y around 
or uit Chicago reads the DaILy News,” says 
the Post Office Review. 


INDIANA. 
T= MaRIon LEADER is recognized as the best 
result getter for want ads. 
ERRE HAUTE Stak carries more Want ads 
than ail other ‘erre Haute dailies. 
_— K a carries more Want ads than 


her Indiana morning newspaper, 
with the’ A # of the Indianapolis StaR. 


earts of the people. 


When in doubt follow the “wants.” You 
i newspaper which carries the “wants” of the 


20 oes a line a week; 


NDIANAPOLIS Star since Jan first has 

more than doubled the volume of its Classi 

fled advertising. On Sunday, April] 10, the Star 
carried more than two full pages of Want Ads. 


T= Indianapolis eae gue the first six 

months of 1904 printed 66,240 more classified 
advertisements than all other dailies of Indian- 
apolis combined, printing a total of 187,217 sep- 
arate paid Want ads du ng that time. 


IOWA. 

1 Des Moines CaPITAL guarantees the Jarg- 
est circulation in the city of Des Moines of 
daily newspaper. It is the want ad medium 

of owa. te, one cent a word. By the month, 

. riine. * is a six evenings a week. 
urday th day. 

KENTUCKY. 
Ts Cwensboro DaILy INQUIRER carries more 
Want ads every week than any SS 
boro newspaper carries in any month. Fightee 


words one week, 2dc. 
XPRESS 
han all other Po: tiand dailies combined 


7s 
MARYLAND. 
'(.HE Baltimore News carries more Want Ads 
than any other Baltimore dail lt is the 
recognized Want Ad medium of Baltimore. 


AINE. 
EVENING Exp carries more Want ads 


MASSACHUSETTS. 


pas Brockton (Mass.) DaiLy ENTERPRIS 
carries more than a solid page of “Want” 
ads—30 words 5 days, 25c. Copy mailed free. 


‘',HE Boston TRAVELER publishes more Want 

advertising than any Other ae even- 
ing paper in its field,and every a ment 
is paid for at the established rates. 


T= Boston EVENING TRANSCRIPT is the lead. 

ing educational medium in New England- 
lt prints more advertisements of schools ‘and in. 
structors than all other Boston dailies combined 


PE Boston HERALD enjo; enjoyed a gain of 74% 
columns in advertisements during the 
month of July,a gain of over in classified ad- 
vertisements alone; me no other Boston paper 
showed any gain. e HERALD’s nearest com- 
petitor, indeed, shaved aloss of 1314 columns, 


‘HE Boston GLosE, daily and Sunday, carries 
more Panny than any other paper in New 
England because it brings results to the adver- 
tiser. During the first six months of 1904 the 
Boston GLOBE printed 213,506 paid “wants,” 
which was 81, more than appeared in 4 
other Boston paper. Every “want” ad was paid 
for at the regular card rate, and there were no 
deals or discounts. 


MINNESOTA, 
HE =. PAUL DISPATCH is the leading “‘Want” 
medium in the Northwest, read and relied 
upon by everybody in its city and territory; 
more paid circulation than the other St. Paul 
dailies combined; brings replies at smallest cost. 
Circulation 1903—53,044 ; now 57,624. 


IGURES that prove that The Minneapolis 
JOURNAL carries the most “Want Ads”’of any 
daily newspaper in the Northwest: 
Minneapolis Nearest Daily 
a. Competitor. 
r 1903 cols. 19 
1,394 


Yea cols. 
8 months 1904, ot - > 
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a onmarces Taree is the pecornized 


been by ft sa. & tt * the oldest Minne- 
apolis daily an ver 88,000 subscribers, 
which is 25,000 each aay over and above any 
other Minneapolis daily. its evening edition 
alone has a larger circulation in Minneapolis, by 
many thousan 8, than any other eveni! paper. 

h ) of Want advertise- 
ments every week at full price (average of two 
pages a day), no free ads; price covers both 
morning and evening issues. No other Min- 
neapouls daily onrziee anywhere near the num- 
ber of id Wanted advertisements or the 
amount in volume, 


MISSOURI. 
THE Joplin GLoBe carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results, One centa 
word, Minimum, lic. 


HE Kansas City JOURNAL (every mornin, 

including Sunday), one of the recogni: 
Want ad mediums of the United States; 21 to 35 
columns paid Wants Sunduy;7 to 10 columns 
daily. Rate, 5 cents a.nonpariel line. 








NEBRASKA, 

Ts E Lincoln DAILY Stak, the best ‘Want Ad” 
me jium at Nebraska’s ca) it uaran' 
pnp exceeds 12, ml daily. “Rates, 1 cent 

es 8) Saturday rate, 15 words only, 
times, aT) cents, cash. ‘DaILV Stak. Lincoln, Neb. 


NEW JERSEY. 
ezAgere Dar DAILY JOURNAL covers population 
Largest circulation. Brings re- 
sults. Only “Want” medium. Cent a word. 


NEW YORK. 
HE Post-EXPrREss is the best afternoon Want 
ad-medium in Rochester. 


LBANY EVENING JOURNAL, Fastern N. Y.’s 
best paper for Wants and classified ads. 


ag Binghamton the LEADER carries janes 
ronage; hence pays best. BECK WI’ 


I UFFALO NEWS with over 87,000 circulation, 

is the only Want Medium in "Buffalo and the 
strongest Want Medium in the State, outside of 
New York City. 


‘JHE Times-Union, of Albany, New York. 
ter medium for wants and other clusited 
matter than any other paper in a and 
—— a circulation greater than all other 
y papers in that city. 


RINTERS’ INK, published weekly. The rec- 
ognized and d leading V Wantad medium for 
want ad mediums, mail Seder articles, aavertis- 
—, rote written circulars, 
ice devices, adwriting, half- 
“peectically ageing which 
peals to advertisers and busi- 


a line per issue flat , six words to a line, Sample 
copies, ten cents. 


Olio, 
hy Zanesville the TrmEs- RECORDER prints twice 
as many Want ads as any other paper. 


OUNGSTOWN VinpicaTor—Leading “Want’ 
medium. lc. per word. Largest circulation 


D AYTON (©.) News always leads in Want ads. - 
One cent per word per insertion, Largest 
circulation. 
NHK MANSFIELD NEWS poutine daily more 
Want ads than any other 20,000 population 
wh, 20 words or less 3 consecutive times 
or le: ; one cent per each additional word. 


OKLAHOMA. 
PRE OKLAHOMAN, Okla. City, age 
more Wants than many fous four Ok. 


Publishes 
competitors, 


OREGON. 

THE Portland, Oregon DAILY JOURNAL, every 

evening and Sunday morning, carries more 
“want ads’ than all the other evening papers 
in Oregon combined, a its afternoon 
Portland contempo wstege fe :5 cents a line 
each insertion—seven ma including the 
Sunday JouRNAL, for the price of five. 
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PENNSYLVANIA. 
‘[.HE Chester, Pa., Times carries rom two to 
five times more classified ads than any 
other paper. 


DHILADELPHIA, THE F-VENING BULLETIN— 
Wart nce in tus Bore | ha! 
goes daily into more ilade! a omes t n 
any other medium. In Philadelphia there are 
about omes. THE BULLETIN’S circulation, 
which during the By of August averaged 
185,017 ie per day, net —~4 ane Roll of 
Honor), & each Polindelpu majority 
of these fomes. In Philadelphia yn ¥ - every- 
y reads THE "Tux B BULLETIN will 
not print in itse nlassified ¢ commana advertisements 
= a misleading or doubtful nature, those that 
carry stamp or coin clauses, nor those that do 
not offer legitimate employment. 


VIRGINIA, 
T= News ame ng ae every atvernesa 
cept Sunday, Richmond, Va 
circulation by long odds (27,414 aver. 1 oat ar) ond 
the recognized vant advertisement t medium in 
Vir-inia. Classified - dvts., one cent a word per 
insertion, cash in advance; no advertisement 
counted as less than 25 words; no display. 


WISCONSIN. 
N° paper of its class carries as many Want 
Wi pment as the EVENING TELEGRAM, of Superior, 
sconsin. 


TH DaILy COMMONWEALTH, Fond du Lac, 

Wisconsin, carries more Want ads than any 
three papers in Fond du Lac county. Kates: 
3 lines 3 times, 15c.; 6 times, 25c.; addit onal lines 
pro rata. 


oJ *rencues 6.50 GAZETTE, daily and weokiz. 
e reaches 6.500 subscribers in the million d 

lar Wisconsin tobacco belt, the richest fe og 
ef the Northwest. Rates; Want Ads—daily, 3 
ines 3 times, 25c., weekly, 5c. line. Big results 
from little talk, 


CANADA. 
[HE Halifax HERALD (QO) and the Ma1r—Nova 
Scotia’s recognized Wai ant ad mediums. 
L4 PRESSE, Montreal. Largest daily circula- 
tion in Canada. (Daily 80,000, Saturdays 
100,000.) Carries more want ads than any Fren 
newspaper in the world. 


HE DAILy TELEGRAPH, St. John, N. B., is the 
want ad medium of the maritime provinces. 
jasrest circulation and most up-to-date paper of 
rn Canada. Want ads ove cent a word. 
Minimum charge 2) cents. 


‘(,HE Montreal DaILy STaR carries more Want 
advertisements than all other Montreal 

dailies combinea. The FamMILy H 

WEEKLY STAR carries more W ant advertisements 

than any other weekly paper in Canada. 


HE Toronto Daity STAR is nocnsapey Oe any 

advertiser who wants to cover the Toronto 
field. Carries more local general advertising 
than any other Toronto paper. Sworn S38 
average circulation, first nine months;:1904, 30. 


PARTICULAR feature of the Toronto meme 

ING TELEGRAM’S classified advertisements 

is that 4 are all true to their headings; there 

no e, , improper or doubtful advertise- 

ments asennwes This gives the tothe lrg perfect 

“confidence in them = next to e circu- 

lation is perbap ps greatest y they 
bring suc splendid results t recults to the adv aavertionrs. 


digs Winnipeg FREE Free Press carries more 
“Want” advertisements than any other 


es a large! 
than any other Sz, 
Namber of paid “ 

39,984; in May, 39, m= 


BRITISH COLUMBIA. 
T= Victoria CoLoNIsT covers the entire prov- 
ince of British comes (branch office ir 


ne Domin: 
ads” published in April, 


Vancouver). More “WANT” oy appear in the 
Sunday (OLONIST tion: in any other paper west 
of Winnipeg. One cent sword each issue. Sam- 
ple copies free. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 

t@ Issued every Wednesday. Subscription 
price, five dollars a year,inadvance. Tencentsa 
copy. Six dollars a hundred. Being printed from 
stereotype plates it is always possible to supply 
back numbers if wanted in jots of 500 or more. 





ADVERTISING RATES ; 

Advertisements 20 cents a line, pearl measure, 
15 lines to the inch ($3); 200 lines to thepage ($40). 

Yor specified ition selected by the acdiver- 
tisers, if granted, douvle price is demanded. All 
advertisements must be handed in one week in 
advance, 

On time contracts the last copy is repeated 
when new copy fails to come tohand one week 
in advance of day of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. _ 

Two lines smallest advertisemént taken. Six 
words make a line. ; : 

| appearing as reading matter is in- 
serted free. 


Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 





CHARLES J. ZINGG, 
Publisher, : : 
Business Manager and Managing Editor, 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears.50-52 Ludgate Eill,EC 


NEW YORK, OCT. 19, 1904. 


THE Mount Vernon. N. Y., Daily 
Argus is the leading want-ad medium 
in Westchester county. 


Tue Washington, D. C., Times 
submits a detailed statement for a 
year, ending September 1, 1904, 
showing a daily average of 33,586 
copies. : 














Tue Greenwood Advertising 
Company, 508 Jay street, Knox- 
ville, Tenn., wishes to buy State 
and county maps for advertising 
purposes. Makers of such goods 
ought to patronize the classified 
columns of the Little Schoolmas- 
ter with a standing business card. 
The cost would be forty cents a 
week for two lines. 


THE Grand Rapids, Mich, 
Tradesman has been published for 
twenty-one years without change 
in editorial or business manage- 
ment. It is said to be the oldest 
trade journal of its class in the 
West. During the above mention- 
ed time seven trade papers started 
and died in Detroit, and four in 
Saginaw. In the 1904 issue of the 
American Newspaper Directory, 
the publisher of the Tradesman 
asserts that during 1903 no weekly 
issue was less than 7,000 copies 
and the same circulation assertion 
is maintained since 1899. 


Tue Agricultural Epitomist, 
Spencer, Ind, has changed hands, 
E. Chubb Fuller, the former pro- 
prietor, having sold his interests 
to John H. Smith of the Spencer 
Exchange Bank, and Addison N. 
Nordyke, of the American Central 
Life Insurance Company, Indian- 
apolis. 





Durinc the month of September 
the Philadelphia Record printed 
3,826 more classified advertise- 
ments than during the same month 
last year. The gain in space has 
been from one to four columns 
daily. The Records columns are 
said to be the longest in the United 
States, measuring 246 agate lines. 





THE daily average of the Cleveland 
Plain Dealer for September, 1904, 
was 85 283 copies, Sunday average 
69,734 copies, as stated in the “ Roll 
of Honor.” The Plain Dealer is 
installing a third sextuple press, which 
will be in operation this month, giving 
it twice the press capacity of any 
other Cleveland morning and Sunday 
newspaper. 


E. F, EILERT, who has been con- 
nected with the David Williams Com- 
pany, publishers of Zhe /ron Age, The 
Metal Worker, Plumber and Steam 
Fitter, and Carpentry and Building, 
for over twenty-three years, has re- 
signed his position with that Company 
and The Williams Printing Company, 
the printing department of that con- 
cern. Mr. Eilert was assistant to the 
late John S. King, treasurer and gen- 
eral manager of both companies, and 
is a thoroughly practical man in the 
publishing and printing line. 


Mr. SPAULDING, of the Ladies’ 
Home Journal, recently received 
through the general mail of that 
publication, a letter that he believes 
would make a good text for a ser- 
mon on the longevity of a maga- 
zine ad. A woman writing from 
a town in North Dakota wishes to 
know if a rug-making device ad- 
vertised in the Ladies’ Home Jour- 
nal of May, 1889, can still be pur- 
chased, and if so what the present 
price may be. An inquiry from an 
advertisement over fifteen years 
old would seem to estahlish a 
record, 





















































Mr. J. Burton WarrEN, former- 
ly traveling representative of the 
Woman’s Farm Journal is no long- 
er connected with the Lewis Pub- 
lishing Company of St. Louis. 


THE publishers of Kverybody’s 
magazine announce that after Oc- 
tober 10th their advertising inter- 
est in New England will be cared 
for by Mr. J. C. Bull, formerly of 
Scribner’s Magazine, 





Tue H. B. Humphrey Company, 
a corporation organized under the 
laws of Maine, and doing business 
as advertising agents at 227 Wash- 
ington St., Boston, has made an 
assignment of all its property for 
the benefit of its creditors. 





On Monday evening, October 10, 
a dinner was given to Phil A. 
Conné, secretary and treasurer of 
Saks ‘& Co., New York, at the 
Waldorf-Astoria by a number of 
his friends, Louis Wiley, of the 
New York Times, presiding. 


THE second Sphinx Club dinner 
of this season is set for Wednes- 
day, November 9, instead of Tues- 
day, November 8, as previously an- 
nounced. The last named date is 
Election Day. The November din- 
ner will be the first ladies’ night of 
the season. Seymour Eaton, of 
Philadelphia, originator of the 
Booklovers’ and Tabard Inn li- 
braries and publisher of the Book- 
lovers’ Magazine, is the leading 
speaker, and will talk on his axiom, 
“Advertising is News.” 


Tue New York Sun is surpris- 
ing its friends by making some 
improvements on its home. Long 
competent to earn great profits for 
its owners they have been con- 
tented to let it occupy quarters that 
were a disgrace to Newspaper 
Row. While other New York pa- 
pers have been building showy 
homes the Sun has kept pegging 
along in the good old way, earning 
for its stockholders close to a half 
million dollars a year. It is claim- 
ed by some who pretend to know 
that it has cleared as high as $600,- 
000 in a year.—Press and Printer, 
Boston, 
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Wilshire’s Magazine, the Social- 
ist monthly, has been changed in 
form and removed from Toronto 
to New York. The subscription 
price has also been reduced by 
half, and Mr. Wilshire has evolved 
a plan whereby readers are taken 
into partnership, thus making each 
an active canvasser for subscrip- 
tions in his local territory. 


A LIGHTNING CALCULATOR 
NEEDED. 


Caw 


Me owe 

. Maragtr 
ete 
Ch poo pcre. 


METHE 


THE NEW YORK PRESS, the leading Republican att, Ss 
New York City, bas the — dally circu! tice ¢ on f 
cores Dewspapers poblis| Grea’ weaee York (th 

and Journal ercepted aa is the LY bewspaper 
teat an advertise: entire waster of its press 
foomes to order to pubstantiate thie et Statement. 

















THE New York Press issues the 
public invitation of which a reduced 
fac-simile is reproduced above. It 
may be that there is some one who 
thinks himself smart enough to tell 
how many Copies are issued by merely 
standing around a press-room and 
looking on. If there is any such per 
son, PRINTERS’ INK would like to be- 
come possessed of a photograph of 
him. Meantime it would be interest- 
ing to know what good reason exists 
why the publisher of the Press does 
not himself find out how many copies 
he issues and tell his advertising pa- 
trons the facts, instead of asking them 
to sit up nights to perform an im- 
possible task, 
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. BEGINNING with October 16 the 
Evening Chronicle, Houston, 
Texas, publishes a Sunday issue, a 
copy of which goes to each sub- 
scriber for the week-day paper. 
The Chronicle is entitled to entry 
in the Roll of Honor. Business 
Manager Chas, A. Myers states 
that the daily average net paid cir- 
culation of the Chronicle for Sept- 
ember was 17,851 copies, and it is 
expected that the Sunday issue will 
be between 20,000 and 25,000. 


ADVERTISING of the right sort 
will create an immediate and even 
extraordinary demand for so com- 
monplace a commodity as a pound 
cake, which is sold by every baker 
on earth. J. S. Ivins’ Son, a Phil- 
adelphia biscuit manufacturing 
firm, advertised a bride-ring pound 
cake in the Philadelphia Evening 
Bulletin exclusively, using ads 
measuring 225 lines, three times a 
week. After seven insertions the 
bakery was forced to withdraw the 
advertising, as its sales outran the 
supply. The Bulletin was the only 
paper used, and the copy was 
modeled on original lines by the 
H. I. Ireland agency, Philadelphia, 


AMoNG the many professional 
and trade papers that come to this 
office, few of them of real authority 
in their special fields contain so 
much of immediate interest to 
readers, whose view of those fields 
is distant, as does The Electrical 
Review. Of course there is a lot 
in The Review hat is more or less 
unintelligible to all except the 
practical electrician who is also a 
scientist, and more that is pretty 
gritty provender to the layman, but 
electricity comes very close to 
almost all of us nowadays in half 
a hundred forms of utilization, so 
that most of us are amateur elec- 
tricians more or less. It is a well- 
written and well-illustrated publi- 
cation, and we, at least, have never 
noticed that its occasional recogni- 
_tions of the limitations of ordinary 
mortals has at all diminished its 
scientific accuracy or its profes- 
sional value. Perhaps there are a 
few electrical papers that we ought 
to like better, but there is none 
that we do—New York Times. 
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Tue Morning Journal, Dayton, 
Ohio, has been purchased by a new 
company incorporated with a capi- 
tal of $150,000. The incorporators 
are: William Christie Herron, a 
wealthy business man of Cincin- 
nati; Walter Tobey, publisher of 
the Republican News, of Hamil- 
ton; Will I. Ohmer, Torrence 
Huffman and O. M. Gottschall, of 
Dayton. 





A RESIDENCE costing $6,000 is 
being built by the Pittsburg Press 
in an attractive suburb of that city, 
and will be deeded over to the 
reader who makes the closest esti- 
mate of the total vote cast for all 
Presidential candidates at the 
coming election. Estimates are to 
be miade on a blank printed in the 
Sunday issues of the Press, This 
is the only requirement. Incident- 
ally, the progress of the house is 
followed from day to day in the pa- 
per, and it is visited by hundreds 
of persons. In connection with the 
daily article printed about it there 
are descriptions of the suburb that 
savor very strongly of an advertis- 
ing arrangement with a real estate 
advertiser. If there isn’t such an 
arrangement there ought to be. ° 





Four counterfeiters of Beech- 
am’s Pills were recently arrested 
in New York, and Joseph Beecham, 
of the celebrated English house, 
has come to this country to prose- 
cute them. The accused men are 
Dr. Simon B. Minden, of 230 East 
Sixty-ninth street, who owns a 
drug store at 334 Eighth avenue; 
Montgomery Thomas, thirty-seven 
years old, and Charles Horn, twen- 
ty-seven years old, drug clerks at 
Minden’s place, and Charles F. 
Risley, of 84 Hart street, Brooklyn, 
with a drug store at Dey and 
Greenwich streets. | Counterfeits 
were found on sale several months 
ago. Decoys who represented them- 
selves as retail druggists secured 
the evidence that will be used in 
the prosecution. Four million 
bogus pills were found on the 
premises where the counterfeiters 
were arrested, and it is said that 
they have disposed of thousands 
of dollars’ worth of their product, 


























Newspaperdom, the New York 
journalistic weekly, has gone into 
bankruptcy, G. Franklin Bailey, the 
publisher, having filed a voluntary 
petition. The liabilities aggregate 
$23,000, with assets of $17,000, The 
principal creditors are the Isaac 
Blanchard Printing Co. and Os- 
wald Publishing Co., New York. 


A pupit of the Little School- 
master who was in Boston a few 
days ago noticed a somewhat in- 
teresting condition of affairs in the 
newspaper situation in that town. 
There seems to exist a spirit of un- 
rest and change, a breaking away 
from old-time conservatism, a ten- 
dency for progress and new meth- 
ods. A certain evening paper, known 
to be a yellow dog only a few years 
ago, has sensible grounds tobecome 
a first class evening daily on the 
basis of making good to the ad- 
vertiser. The Globe is leading, as 
always, the Post spells activity and 
progress in all its moves, the Her- 
ald is fighting hard and the Trans- 
Script is as aristocratic and pros- 
perous as ever. 


Many thousands of dollars of 
public money go into obscure 
newspapers to advertise New York 
City’s bond issues, contracts for 
supplies and other municipal pub- 
licity, according to the New York 
Evening Post, City advertising 
regularly appears in such mediums 
as the Gaelic-American, Long Is- 
land Farmer, Police Chronicle, 
Greenpoint Star and Jamaica 
Standard, papers of little value as 
general advertising mediums. The 
paper carrying most of this city 
advertising is a sheet called the 
New York Realty Journal, which 
has no representation in the Amer- 
ican Newspaper Directory. Says 
the Post: “Its latest issue contains 
no less than twenty-five columns of 
public notices. At the prevailing 
rate of forty cents per line this one 
contract would be not less than 
$1,500, and if continued through 
the year the amount of city adver- 
tising in the Realty Journal would 
figure up anywhere from $30,000 to 

000 a year. The expense of 
publication is not large, as the pa- 
per has practically no staff.” 
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Your admirable publication 
PRINTERS’ INK arrives in Berlin 
punctually every week and is ex- 
hibited on the reading table in the 
American Consulate. I read it 
regulariy with great interest, I 
read, mark, learn and digest al- 
most every line of it for it is full 
of good instructive matter.—Wil- 
liam Mayner, secretary U. S. Con- 
sulate-General, Berlin, September 
26, 1904. 


BREAKING a precedent establish- 
ed many years ago, the Chicago 
Tribune issues a detailed statement 
of circulation for the month of 
September, this year, whereby it 
appears that the average week-day 
issue for that month was 142,391 
copies. The statement does not 
cover Sunday issues. In submit- 
ting this statement for the Little 
Schoolmaster’s approval, Medill 
McCormick, manager of the Trib- 
une, calls attention to the steady 
growth day by day through the 
month, the edition for September 1 
being 140,453 and that for Septem- 
ber 30, 143,533. This growth is 
the result of a steady subscription 
canvass made by the Chicago Trib- 
une the past eleven months, now 
drawing to a close. Mr. McCor- 
mick says: “We believe that this 
canvass has been conducted on a 
larger scale, with greater energy 
and to better effect than any simi- 
lar campaign in the history of daily 
journalism. We have sought no 
circulation which was not of good 
character, The canvass has been 
carried on with regard to quality as 
well as quantity. We wished to 
increase the purchasing power of 
our constituency with the addition 
of every subscriber. There are now 
few, if any, bare spots in the terri- 
tory naturally tributary to the Chi- 
cago Tribune, and we therefore 
offer no waste circulation. It is 
all good.” 


FROM THE BOSTON ‘* GLOBE.” 


VALUABLE TIMBER LOT with 
enw mill, band saws, planers, barrel 
head and shingle machinery, etc; 80 
h p boiler; lot contains 3 million fect 











* lumber; new se, barns, etc; rare 
PJ chance to buy pew mill with timber. 
no OAN W. Otay 285 Main st, 
Spri ja, opp P O; tet. 1 A Th§u 929 





How one advertiser makes use of his name 
as a trademark, 
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THE publishers of Leslie’s 
Monthly Magazine announce that 
they are not increasing the rate 
for advertising, although the cir- 
culation of their magazine now ex- 
ceeds 300,000 copies, which is 50,- 
000 above the guarantee. 


A GANG of drug counterfeiters 
have just been arrested in New 
York through the efforts of Fredk. 
Bayer & Co., Elberfeld, Germany, 
who have spent nine years and 
over $100,000 in the work. This 
gang counterfeited standard phar- 
maceutical preparations, often fur- 
nishing deadly substitutes for 
drugs prescribed in critical cases, 
and it is said to have had relations 
with more than 5,000 retail phar- 
macists throughout the country. 
Spurious drugs to the value of 
$10,000 were seized by the police, 
embracing counterfeits of every 
well-known drug imported from 
Europe. The gang was headed by 
one Howard E. Wooten, 152 East 
84th street, and the drug store of 
Max Weiss, 84th street and Colum- 
bus Avenue, was also raided. A 
third prisoner is C. B. Cooper, 149 
East 15th street. 








For the six months ending with 
August the daily average of the 
Dispatch, Norfolk, Va., was 9,192 
copies. August, the dullest month 
of the newspaper year was a record 
breaker for this paper, a daily aver- 
age of 9,372 copies being printed, 
and it is said that 6,000 of these 
circulated within the city of Nor- 
folk. The Dispatch has been rep- 
resented in the Roll of Honor since 
the first appearance of that de- 
partment April 22, 1903. Publisher 
James M. Thomson says, “We 
have not been able to do very much 
advertising in the foreign field 
except in this small way, yet a 
knowledge of our circulation seems 
somehow to be permeating the 
general world of advertising, and 
I believe that Printers’ INK’s 
Roll of Honor is responsible for it, 
although I would not mean there- 
by to detract at a!l from the very 
able representation that Messrs. 
Smith & Thompson, the New York 
special agents, are giving us.” 


“ELIJAH” Dowlz is an occasional 
advertiser in Chicago dailies, pub- 
lishing large display announce- 
ments of special meetings at his 
stronghold in Zion City. These 
announcements are always printed 
under the classification of “Amuse- 
ments.” 





WHAT IS CIRCULATION? 








What facts ought to be ascertained be~ 
fore being competent to convey to an ad- 
vertiser such an answer as he is entitled 
to receive to the question,'‘ What is the 
circulation of the paper under consider- 
ation?” 

PRINTERS’ INK invites communi- 
cations on the subject expressed in 
the sentence printed above, and 
will award a sterling silver sugar- 
bowl to the writer whose answer 
appears to be most generally ac- 
ceptable to newspaper men. A 
tea-pot, cream-pitcher and salver, 
all of sterling silver, will be added 
to the sugar-bowl award if the 
winner can induce the American 
Newspaper Publishers’ Associa- 
tion, in convention assembled, to 
approve and accept the conclusion 
expressed. 











Mr. C. E. Creager of Marietta, 
Ohio, writes: 

It does not make a particle of differ- 
ence to an advertiser how many papers 
are delivered to “bona fide subscribers” 
or to dead-heads so long as those who 
receive the paper read his advertisement 
and talk about hfs business. Hence ac- 
tual circulation is the actual number of 
copies distributed in any given period of 
time. 

Just as circulation may have quantity 
and quality, it has a past, present and 
future. The number of papers actually 
distributed last year gets the advertiser 
an idea of what it is likely to be for 
the ensuing year. If the advertiser is 
a new patron, he is entitled to know 
what the past has been in order that he 
may take that with other facts into con- 
sideration to judge the value of the me. 
dium for the ensuing year. 

Contracts for advertising space are 
not let for LAST year; the real issue is 
“WHAT WILL BE the circulation for 
the time during which the advertising 
contract is to run?” That a correct 
answer may be given to this query it is 
necessary to know first what has the 
circulation been in the past. 





TuerRe’s no common standard by which to 
determine the numerical volume of any peri- 
odical’s “circulation” per se, so as ‘o Srovide 
a just, and, therefore, a commercially prac- 
ticable, basis for comparison.—Z.. W, Kracko- 
wizer,in Boston Herald, 













i 
i 
is 
5 
3 
















SIRS NEST 





M. M. Gittam, of the New 
York Herald, sailed for Paris Sep- 
tember 22. 





THE laws invented by flamboy- 
ant cranks to compel the American 
people to worship their own flag, 
to make a fetish of a piece of cloth, 
and to regard it as the Swiss were 
obliged to regard Gessler’s hat, are 
having their natural outcome in 
Boston. In Massachusetts it is 
against the law to make any rep- 
resentation of it in such a form 
that it can be regarded as construc- 
tive advertising. The magazine 
known as Everybody’s had a pic- 
ture of the flag on its cover. That 
settled it. The police were ordered 
out, the covers were stripped from 
all copies of the magazine found in 
the bookshops and on newsstands, 
and thus mytilated they were per- 
mitted to be sold. The New York 
Tribune may no longer be offered 
for sale in Massachusetts, because 
it carries on its first page a picture 
of a boy carrying the flag of his 
country. He is not a very well 
drawn little boy, and to make his 
offense more awful, there are fac- 
tories behind him. The flag is ad- 
vertising the paper and the factor- 
ies. Terrible! So with the New 
York Journal— it carries the stars 
and stripes in its title line, as a 
shield with the eagle. The Nash- 
ville Banner is one of the most 
blasphemous of many offenders, 
for it has a plain American flag, 
that cannot possibly be mistaken 
for the standard of England. The 
Baltimore Sun shamelessly exposes 
the starred and striped shield to 
the gaze of its readers, and are 
we to believe in the base subter- 
fuge of the Rochester Chronicle 
that the flags on the shops in its 
title page are Danish? The de- 
praved and abandoned Philadel- 
phia Press not only has the United 
States shield, but the eagle, hold- 
ing it down. And a recent number 
of the Century Magazine has a 
perfectly outrageous picture of a 
Continental soldier, representing 
“The Spirit of ’76,” holding his 
flag in both hands, as if to show 
that he was not afraid of arrest 
for sacrilege —Brooklyn . Eagle. 
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Mr. Cuas, F. Haas, formerly of 
Dayton, Ohio, secured through 
Hapgoods of the Williamson Bldg., 
Cleveland, a position as advertising 
manager for H. J. Sherwood, lead- 
ing Cleveland druggist. 


THE entire mechanical plant of 
the Des Moines Capital was re- 
cently moved to new quarters a 
quarter mile from the old builaing, 
between Saturday night and Mon- 
day morning, everything being in 
place to print the Monday noon 
edition. Some idea of the feat may 
be obtained when it is know that 
the press alone weighs sixty tons 
and consists of 4,013 separate 
pieces. This huge piece of ma- 
chinery had to be torn to pieces, 
hauled in transfer wagons, then 
carefully placed together. It was 
3.30 Saturday afternoon when the 
last paper was printed at the old 
location and at 11 o’clock Monday 
the first issue was printed at the 
new. The press constituted but a 
portion of the big task that con- 
fronted the Capital. There were 
six linotype machines, weighing a 
ton each, three electric motors of 
almost equal weight, numerous 
pieces of stereotyping machinery 
and innumerable articles of greater 
or less weight connected with the 
other departments. In all, fifty 
large loads were hauled from the 
old building to the new. The press 
‘constituted but fifteen of these 
loads. The Capital’s new offices 
are at 710-712 West Walnut street, 
Des Moines. 


Vary Latest Bran 








FROM THE “‘ EVENING TELEGRAM,” 
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THe Franklin Advertising 
Agency, Stewart Building, Chica- 
go, has bought all the assets of the 
defunct George W. Cornwall 
agency, that city, as well as Ad 
Sense, the advertising monthly 
published until suspension by the 
Banning agency. The Franklin 
agency was started last February, 
and places the Loftis Bros, dia- 
mond advertising. 


THE Siegel-Cooper Company of 
New York announces in its ad- 
vertisement of Oct 11th its purpose 
to donate ten thousand dollars to 
the charitable institutions of Great- 
er New York and vicinity. Until 
Jan. 1, 1905, the customers of this 
dry goods establishment are to use 
the sales slips as ballots, writing 
on the back the name of the in- 
stitution favored, then depositing 
the slips in a locked box placed at 
the entrance of the Woman’s Par- 
lor. Each one dollar on the sales 
slip will be counted a vote for the 
organization written on the back. 
To the institution receiving the 
greatest number of votes will be 
denoted one thousand dollars, to 
the next five hundred dollars, then 
four hundred dollars, three hun- 
dred and two hundred dollars; 
to the next seventy-six number 
of institutions one hundred dollars 
each, making eighty-one distribu- 
tions and ten thousand dollars in 
all. From among the directors of 
five charitable institutions in the 
metropolis and vicinity a commit- 
tee of five will be selected to count 
the votes, certify and publish the 
names and the amounts, the vari- 
ous institutions are entitled to re- 
ceive, and make divisions in case 
of tie votes, after which checks 
will be mailed. Ags a means for 
extending sales, the method is 
rather unique. 


AN advertising campaign of con- 
siderable importance was begun in 
the October magazines by the In- 
ternational Correspondence Uni- 
versity, of Washington, D. C. This 
is said to be an institution for im- 
parting instruction by correspond- 
ence on a plane transcending any- 
thing of a similar nature. Senator 
Depew, Edward Everett Hale, 
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David J. Brewer and other well- 
known men are among the found- 
ers. It is organized to put at the 
disposal of everybody anywhere 
the information obtainable from 
the Governmental departments at 
Washington. Courses in foreign 
commerce, diplomacy, j:ternational 
law and kindred subjects will be 
given by experts in these branches, 
Other courses will be based on 
those offered at colleges and uni- 
versities, it being the aim to offer 
a college education less the cost of 
living in a college town. Some of 
the courses will cost as high as 
$2,000, it is said, though there will 
be many at extremely reasonable 
fees. The advertising interest of 
this university lies in the fact that 
it is the first correspondence school 
to advertise its teachers, and also 
because the preliminary advertising 
is aimed at getting letters from the 
public indicating the education that 
it wants. During the first two 
weeks after the publication of Oc- 
tober magazines more than 700 let- 
ters were received by Channing 
Rudd, president of the university, 
many "from ministers, lawyers, doc- 
tors and business men, who wish 
to take up subjects ranging from 
foreign commerce to canonical law 
and Hebrew. The replies were 
notable for their intelligent tone. 
In accordance with the needs of 
those attracted by advertising the 
university will operate, and as its 
operations are defined its adver- 
tising will broaden, extending into 
many class journals as well as the 
magazines. Calkins & Holden, 
New York, have the preparation 
and placing of this publicity. Some 
years ago Seymour Eaton propos- 
ed a plan to circulate the Con- 
gressional Library broadcast, put- 
ting its information at the disposal 
of anyone who could use it, but 
the plan was vetoed for lack of a 
precedent. The International Cor- 
respondence University is some- 
what similar in its purpose, being 
designed to put at the disposal of 
the American people not only the 
recorded information at Washing- 
ton, a world center of information 
but the knowledge of its depart- 
ment heads and foreign diplomats 
as well. 
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THE Daily, York, Pa, has been ac- 
quired by the company that publishes 
the Dispatch in that city, and will con- 
tinue to be issued as a morning paper 
under its management, The Dispatch 
is an evening paper, and when the two 
are consolidated in the new building 
recently purchased by the Dispatch 
Publishing Co., the papers will form a 
strong combination. The Daily is the 
oldest paper in York, dating from 1870. 
It was edited by E..W. Spangler and 
S. C. Frey. The former retires, but 
the latter will continue with the Daily, 
which is to be improved and enlarged. 
The New York interests of both papers 
are in the hands of the Vreeland-Ben- 
jamin special agency. 





THE Board of Appraisers have de- 
cided that rossed wood for paper pulp 
is not liable to customs duties, thus 
complicating matters for the unpopu- 
lar ‘* paper trust.” Rossed pulp wood 
is spruce or poplar, cut into logs about 
two feet long, and with the bark and 
roughnesses removed by a mechanical 
process called rossing. This is done 
in Canada for economy in transporta- 
tion, and the logs in this condition are 
ready to go direct into the grinders. 
This case has involved more labor 
than any other that has come before 
the board for a long time, on account 
of the bitter fight made by the paper 
manufacturing companies which have 
plants in the United States to keep out 
the Canadian rossed wood. 





THe St. Louis Advertising 
Men’s League held a double-bar- 
relled celebration on September 14 
and 15. On the evening of the 
first day the organization rode out 
to the Woman’s Magazine building 
in E. G. Lewis’s private trolley 
cars and had luncheon in the big 
dining tent at “Camp Lewis.” 
Afterwards the company attended 
a reception at the magazine build- 
ing to meet Manly M. Gillam, ad- 
vertising counsel of the New York 
Herald, Addresses were made by 
Mr, Gillam, E. G. Lewis, J. Angus 
Macdonald, Thomas Addison, of 
the “Pike,” R. J. Gunning and Geo. 
M. Babcock, manager the May Co., 
Cleveland On the 15th the League 
gave a basket picnic at the World’s 
Fair grounds, the occasion being 
“St. Louis Day” at the exposition. 
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“ THREE Score Years and Ten” is 
a sumptuously made booklet from the 
Fairbanks Company, New York, re- 
viewing the history of the firm since 
1830, when E. & T. Fairbanks began 
the manufacture of the well-known 
Fairbanks Scales at St, Johnsbury, Vt. 
Besides the home office in New York 
the company has’ branches in Albany, 
Baltimore, Boston, Buffalo, Hartford, 
New Orleans, Philadelphia, Pittsburg, 
Syracuse, Montreal, Toronto, Van- 
couver, Winnipeg and London. Its 
products for many years have been ex- 
tensively advertised in trade journals, 
agricultural papers, the general press 
and by means of literature, a large de- 
partment for the distribution of which 
is maintained at the New York office 
in charge of C. H. Westbrook. 





THE Philadelphia Press pays 
careful attention to religious news, 
printing every Monday morning 
an illustrated character study 
of some clergyman of that 
city, together with .an_ inter- 
view and a sermon on a topic of 
general interest. The religious 
editor has a complete range of 
follow-up literature for soliciting 
news from the pastors, and sets 
down the following items of relig- 
ious information of interest to a 
metropolitan daily: 


Special sermons on timely and popu- 
lar topics that will be likely to interest 
the general public. 

Anniversaries and other special meet- 
ings, particularly when addressed by 
persons of prominence. 

The election of a pastor, or other 
church officers, 

The visits of distinguished clerical 
and lay speakers. 

Accounts of unusual forms of re- 
ligious work. 

Union and denominational meetings. 

The erection-of new buildings or the 
establishment of new organizations, 

Announcements and reports of min- 
isterial meetings. 

The death of a clergyman or leading 
layman. 

Notes concerning the interdenomina- 
tional agencies, like the Y. M. C. A., 
the Christian Endeavor movement, the 
W. T. U., the Student Volunteers, 
etc. 

Early notice of future events for im- 
mediate announcement in “The Prcss,” 
and for entry in the City Editor’s as- 
signment book, that a reporter may be 
scnt to cover the occasion when it takes 
place. 

Portraits of pastors and other reli- 
gious leaders are especially desired: if 
not immediately published they will be 
added to “The Press” file of pictures 
of important persons, for later use. 
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NOTES. 


Tue beautiful lake country through 
which much of the line of the Chicago, 
Milwaukee & St. Paul Railroad passes is 
described and pictured in a costly book 
entitled ‘“‘Lake Lore.”’ Passenger Agent 
Miller’s office in Chicago has done much 
to promote this great summer play- 
ground. 





Four excellent folders showing differ- 
ent sizes, shapes and grades of cigars, 
with prices, come from Martin Bros., 
the well-known English mail tobacco- 
nists, Cheapside, London. The exteriors 
are notable for attractiveness, while the 
inner pages are full of forceful infor- 
mation. 


HAND-MADE brass_ candlesticks and 
horn lanterns, modeled on old pieces, 
are shown in a neat booklet from the 
Jarvie Shop, 608 West Congress street, 
Chicago. ach design is printed on a 
separate leaf, and the whole enclosed in 
a portfolio. Imprint of the Prairie 
Press, 189 Monroe street, Chicago. 








Advertisements. 


Advertisements two ge or more without display 
20 cents a —_ — be a in one 
week in advance. Display may 

housed daira. 
WANTS. 
ANTED—Second-hand 16 or 24-page perfect- 
ing ‘oe State price, “E. 8.,” care 
Printers’ Ink. 


See all large towns, for a 
represe! ve trade Rees Liberal com. 
AMERICAN HORSE OWNER OWNER, Chicago. 


A praie techn or. poe by high- 

e technica oung man pre- 

dervel Address “‘ vA Me” care of. I . 

prassaios NEWSPAPERM EN’S EXCHANGE, 
established 


1898, represents competent work- 
fend for booklet. 368 
88. 





ers in all departments. 
Main 8t., Springfield. Ma: 


RELIABLE fmen and women wanted In all 
f the country; exclusive korritory 

one hundred per cent profit; no risk E 

HARVIE co., its Maiden J ane, New York. 


ORE than 247.000 copies of the morning edi- 
4 tion of the Worid are sold in Greater New 
York every day. Beats any two other papers. 


R.NON-PRINTER ADVERTISING MAN—Ever 

feel the lack of technical printing knowl- 
edge! a W io i -¥, ut you wise. 
50c. postpaid. A. 8. CAR “ARNEL, 167 W. . 102d St., N.Y. 


CONDITIONAL —It you m you make medicines or 
other goods sold by i yn need aap 
in advertising, let me heip. Ten 
oe. BENTON, Room 62-51 Maiden La Lane, ew 
ork. 


DVERTISING MAN, master of the business 

is open for engagement with first-class con- 

cern. Can inaugurate business-getting campaign 

or mn hen one already in operation. Ad- 
dress »’ care of Printers’ Ink. 


NEwsparee advg. mgr. (30), practical ad 
writer. capable solicitor, executive. sure 
business getter. desires to manage advertising 
for live publication. Highest rT and 
business refs. “HIGH-GRADE.” care 


VERY ADVERTISER and mail-order dealer 
— or read THE WESTERN MONTHLY, = a 





ad rtie I lin A ce Sampl 

mt ivertis WESTER N merica, m hy oon -d 
THE MONTHLY, $15 Gran +f 

ie, ea. Ce ee Me 
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Mor BUSINESS 
4 FOR THE PRINTER. 
if you are not getting all the orders your 
territory should produce, write 1s We can 
furnish the means to bring the results you want 
if you will follow our advice, 
eee aye 
ELMO LEWIS, Inc., 
S18 Walnut Street, 
Philadelphia. 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 

ity for reaay positions at a week and over, to 
write for free copy of my new prospectus and 
endorsements from leadin on place every- 
where, One graduate filis lace, another 
$5,000, and any numver Bony | best 
clothing adwriter in New rn $00 owes aie suc- 
cess within a pod months to my teachings. De- 


mand exceeds poly. 
GEORG. Ht POWELL, Ads ertising and Busi- 
82 Temple Court, New York. 


ness Expert, 
. 9 YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the classified col- 
umns of PRINTERS’ INK, the business journal for 
advertise a weekly at 10 Spruce St., 
New York ch advertisements will be inserted 
at 20 cents per line, six words to the line. PRINT- 
ERs’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United States. 


E ARE BRAIN BROKERS—We are under 
contract with many employers to supply 
men for —_ grade ro. but we have not 
enough righ — the Se erg od now 
on our hsts. are capable of filling an 
meget Clorica -eghnical or a Saleoman posi- 
tion, Cp ao Foe 000 a year, write 
for plan an tonic telling ow we can market 
pam ability. Offices in iS cities. HAPGOODS 
ise: % — a Brokers, Suite 511, 309 Broadway, 
ew York. 





oe es 
ADDRESSES FOR SALE. 
FRESH_ NAMES N. Y. farmers, $1. 
CLARK & CO., . & CO., Kenmore, | i A 


5,00 
9 516 NAMES of Cash M. 0. Buyers, 50c. 
30 ALBERT HANSON, Montgomery, Ala. 
views ronal ci 


NEWSPAPER BROKER. 


on SALE—Daily and weekly in Illinois ety 
pays 20 per cent; i 

} in daily i in Alabaane ag for 

ing $125a week. Write me 





$10,000, , hn 








tions. B. J. KINGSTON, iows r Broker, 
Jackson, Mich. _— : 
PRINTERS. 


ee Write R,. CARLETON, Omaha, 
Neb., for copyright lodge cut catalogue. 
os 


HALF-TONES. 


EKFECT copper half-tones, \-col.. $1; larger 
10c. per in. THE YOUNGSTOWN ARC EN- 
GRAVING CO., Youngstown. Ohio. 


News Aree HALF-TONES.! 
3x4, $1; 4x5, $1.60. 
Delivered ——_ cash “accompanies the order. 
Send for samp! 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 


PREMIUMS. 


RITE for information 1 an our pre- 
mium and ad . - 
BAIRD MFG. CO. i) 3 Michigan St., Chicago. 


ELIABLE goods are trade builders. Thou- 
% sands of suggestive premiums suitable for 
publishers and others from the foremost makers 
_ wholesale dealers in Fetes A and kindred 
nes, -page list price lustrated catalogue, 
published Sanually, issue now ready; we 
8. F. MYERS CO.. 46w, 48-50 52 Maiden Lave, NY So 


PERIODICAt PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Cireu- 
lation 17,000(@@). 253 Broadway, New York. 
—_——_or———— 


DESIGNERS AND ILLUSTRATORS. 


engrossing, illumi- 
ographing, art + a 
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jenevestn 
K.NSLEY 
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TUDIO, 245 Bway, 
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INSTRUCTION BY MAIL. 
ops Doo CAN READ PEOPLE at a glance. 
WE CAN TEACH YOU to read poopie like open 
books—to know tneir characters, talents, strong 
and Weak points. 
TAKES ONLY TEN WEEKS and $10. Easy 
mney and easy paywents. We deliver the goods 


refund. 
ONO NONSENSE about our metho’. No palm- 
istry, astrology or —— See . Based on physi- 


i. USE SWENTY ¥ YEARS. Pupils all over 
wae. Cale We hithe £0 Tee. Mention P. I. and 


sample will 
ple ReOOL oF HOMAN NATURE, 





IMITATION TYPEWRITTEN LETTERS. 


Dierade. Typewritten Te ae of the highest 

Kw furnish ribbe patch in 
freee Samples for anmp. MITE 9 812 
Broadway, Toledo, Ohio. 


PRINTING, 


prne at reasonable prices. MERIT 
PRESS, Bethlehem, Pa. 


of small work (12x18 largest) 
Long Runs solicited for automatic feed 
peers. ee. figures. FINK & SON, 5th, 
a 











ONDS, Bonds, Bonds, Bonds, Bonds, Bonds, 

with or without couppns, the inexpensive 

(not an looking) kind, or handsomely en- 

graved, “ steel-litho.” fe, Send 1 samples 
and estimate. KING, 105 William St., N. Y. 


tretinoin 
DECORATED TIN BOXES. 


HE arance of a packs a kage ofttimes sells it. 
T You cannot im Ite how beautifully tin 
boxes can be decora and h ted cheap they ore, 
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ADVERTISING NOVELTIES. 


be Mystic WALLET”—the advertising nov- 
lty. ng ond ices, We. “Little 

Traveler” catalogue 4c. SOLLIDAY NOV- 

KLTY ADVERTISING WORKS. Knox, Ind. 


ULVEROID SIGNS; lightest, cheapest, most 
durable and ai a ive indvor 8 gn. Com 

plete line of Pulver and 

Samples free. F. F. PULvEn CU., Rochester. N.Y. 


ye your business with adyertisin 
ities, Buy them direct. I make penci 

holder, toothpick cases, nail file, in leather case. 

Sample of each. 10c. J. 0. Ki tN YON, Owego, N.Y. 


RITE for sample and price new combination 
Kitchen Hook and bill File. Keeps your aa 
before the housewife and business man. THE 
WHITEHKAD & HOAG Cu., Newark, N. J 
Branches in all large cities. 


DVERTISING CLOCKS Our window and 
wail clocks have permanent advertising 
value. Kstimates ven. on single clocks or 
quantities. Write for circular and information. 
BAIRD MFG. CO., 20 Michigan 8t., Chicago. 


prawn OR CONVENTION SOUVENIRS, 
made from nails. They're attractive, sub- 
—, . 4 cheap. Sample. a World’s Fair 


Wick. HATHAWAY'S C’RN, Box 10, Madison, 0. 
Color Barometers. aig. Gane 


maiied in 64 envelope, penny postage. 
1.000. includ im rink. Sen Send! 4c. for sam) fie. 
FINK & SON, 5th, above ubove Chestaus, Philadel: saimpie, 


Good Printing : at Reason- 
able Prices 

Long runs or short ~—. elegant half-tone 

work, Wanest of type displays. We don’t mind the 


size of your order. Ad ss. PRINTERS’ INK 
PRESS, 7 Rose S8t., New York. 














year we made, Ca, any ‘co things, over 
xes and five million vas- 
eline boxes and caps. Send for the tin desk re- 
mind an ng hb one a_i is free; so are 
any ba les yo 
RICAN Puce ae COMPANY, 
11 Verona Street, 

Brookly’ New York. 

— largess “maker of Tin Boxes outside of the 





LUXURIO os SMOKING. 


RENCH’S MIXTURE is ba bigheet pn 
Smoking Tobacco manufactured. 

blend of finest and most Seta selected ot 

any cured North Carolina leaf 


Large Sample Package for 10 cents in silver 
or ’ stamps. pocket and nd prions § Yom request. 
FRENCH “44h 





HOUSE-TO-HOUSE DISTRIBUTING. 


GUARANTEE any advertiser an honest, intel- 
ligent house-to-house distribution of adver- 
tising matter ~ ny all the leading towns 
and cities in the Un: tates. Fourteen years’ 
experience has enabled me to perfect the best 
system and to render a better service than can 
be secured direct - Dog any other agency. 
Write for full 


TLL o S MOLTON, 
National Advertising Distributer, 
442 St. Clair St., Cleveland, O. 
+o 


MAIL-ORDER NOVELTIES. 


RITE to-day for free ‘‘Book of Specialties,’ 
an illustrated catalogue = latest imported 
| rs novelties, wa lated jewelry, 
opti goods ol lie only. 

SINGER BROS, +) Bowery, N. Y. 


—_——o-——" 
TRADE JOURNALS. 


ARDWARE DEALERS’ MAGAZINE. Circu 
lation 17,000 (@@). 253 Broadway, New York. 





Novelties Wanted. 


1 BUY FOR CASH, in large 
quantities, any ORIGINAL count- 
er-selling novelty, mechanical or 
medicinal, adapted to foreign 
drug trade. No advertising neces- 
sary. Quick, clean busi:ess. Ref- 
erence: Publisher ‘Printers’ Ink.” 

Show me your samples and quo- 
tations. 

WM. A. RICHARDSON, 
34 Central Street, 
Boston, Mass. 











———___r-- 
BAILING MAC. MACHINES. 
at ben, MATCHLESS Mt Mastek lightest and 
e $ ma LENTINE, 
Mer., 178 Vert Vermont Bt. Beifalo. 
COIN CARDS. 


= Less tor more; any printing. 
THE WOIN WRAPPER CO. Detroit. Mick, 


for $3. 10,000. som 
1 3900 acme Coin Matter*ce Co., Ft. Madison, ix 
CARD INDEX SUPPLIES. 


— money by y aes ‘buying from the manufact- 
urers. Index supplies for all makes of 


cabinets. 
STANDARD INDEX CARD CO.. 
Rittenhouse Bldg., Phila. 
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pose CARDS. 
P= = d samples of | of post cards Write 
STANDARD, 61 Ann Street, N. Y. 
——— - +o 
AD WRITER. 
STANDARD public matter. 8. E. LOWENBACH, 
Fayette St., Baltimore, Maryland. 
ee 
MANIFOLD AND CARBON PAPERS 


(CLARE'S Royal Manifold Parchment for use as 
—_——— a and for ts tiga, _~ Sling; 


aries eects, 1, i 
“Th RN writer Carbon Paper; — 


thox.of 1085 ig mark ates gt FI 3 
box 0’ i 

onatnté ocakeas 100 Gold 8t., N. ¥. 
ILLUSTRATORS AND ILLUSTRATIONS. 


SENIOR & CO. Wood Engravers, 10 Spruce 
e 8t..New York. Service good and prompt. 
—_—<+or —_ 
CIRCULATION. 
GUARANTEED CIRCULATION 


100, 00 for only 25c. a line, if order is 


tered at once, before rates advance. VICK’S 
FAMILY MAGAZINE, Xochester, N N.Y. 
BUSINESS CH. CHANCES. 


Fron SALE—First-class class Daily, Weekly and Job 
soe Sone — of 10, 000 and county 








. ny A 

We Leng Only Re) ~ Bay paper in county. 

ng profit of to r month. Price 
38,000. eo yo accounts. Terms. s cash 
une nt and balance $250 per month. Will pay 
itself out aoe A wa c ce for ambitious 
young news man. Cause of sale, ill-health 
of owner. 


ddress Box 81, Guthrie, Okla. 
——e, 
PUBLISHING wes OPPORTUNI- 








| a memerated little New Fork penthhy 
For man of ability with $2,000. 


Good also for printer. 
onl and see us. 
EMERSON P. HARRIS, 
263'Broadway, New York. 
—_~+ o> -—_—_—_. 





t bot- 





RUBBER STAMPS. 
NE fs 3 inches, 10 cents; two lines, 20 cents; 
five lines or over, 8 cents a line. *Send for 
yoo Tyv0 a All post Notary or 
Corporation seals, 1.75, express paid. 
K, Y. HORDE R, 149 Washington St., Chicago. 
FOUN: TAIN PENS. 
2 CENTS each for Fountain Pens. 
I will send you one gross (144) of the 
| omer my a ens, express paid, for $3,50. 
Sample, poetpaid cents. 
EY. RDER, rf 9 Washington St., Chicago. 
—_—— or 
LABELS, 
Cork Top _——- 1d. other gures. Finke at 
Printers, 5th St., p....1 Gotan 
MAIL ORDER. 
F i NEWS FOR DAILIES. 
Original, fresh, reliable farm news witb 
ings rural) route circulation ; helps 


paper in each og. 
CIATED FARM PRESS (Incorporated), 112 Dear- 
born Street, Chicago; 15 Wall St., New York. 


AIL-ORDER ADVERTISERS—Try house to 
house advertising; it will pay you big. Our 
men will deliver your circulars and cat 
direct to the -order buyer. You can reach 
rang pe - ome see & Pore per of any description 
rom one year’s end another. When once 
reached the rest is easy. We have reliable agents 
well located throughout the United States and 
Canada. and _ —_ coy to place ~ pe | 
matter in the h: of any desired 
DisTIBUTORS DIRKCTORY will be sent free 
of e advertisers who desire to make —_ 
tracts tress —_. wa ene We gua 
pondence solicited. 
NarfoNa Ab ADVERTISING’ < CO., 700 Oakland 
Building, Chicago. 


,SON, - 





PRINTERS’ INK, 


CLASS PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu. 
lation 17,000 (\@@). 253 Broadway, New York. 





ADVERTISING MEDIA. 


CENTS per line for advertisi in THE 
SUMO1 ethenem, Pe ~~ 


Ge way and sure, “22 Business Bringers.” 
nity RELIGIOUS PRESS ASS’N, Phila., Pa. 
ARDWARE DEALERS’ MAGAZINE Circu- 
lation 17,000(©@©). 253 Broadway, New York. 


afclnee  panl GUIDE, Newmarket, N.J. A 
postal card request will will bi bring sample copy. 
A* person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive tne paper for one one year 


+ ie | EVANGEL has subscribers in near! 
State and fourteen foreign coun 
agate line flat. Connell Bldg. ton, Pa 


TOWN TALK, Ashland, Oregon, has a 

teed circulation of f 2,500 or — ho eac! 
Both other Ashlana papers are mated at less 
1,000 by the American Newspaper Directory. 


ME TROY (0.) \ pay publishes an average 
of from 25 to 75 more local and county news 

subjects than any other small town daily. The 

RECORD’S average is more s more than 100 each issue. 


roe 


issue. 
than 


OUR AD in 98 large monthly Magazines mit 
re Tewepapers wit ay | clreulation. 0 
ne. 


Send cash, o 
SOUTHERN ADVERTISING CO. ” 
Pollocksville, N.C 


HOW window instruction! Full course of 
lessons for the country merchant in The Cin- 
cinnati Trade Review nd cents for one 


25 
ot trial su subscription. THE giana 
RADE REVIEW, Cincinnati, Ohio. 


Renraaee CHATTANOOGA PRESS, Chat- 
tanooga, Tenn., 35,000 circulation guaran- 

proven; 150,000 readers. Best medium 

for mail-order and general odvertiatan. 


South 
Rate, 20 cents a line for keyed ads. No proof, nv 





I 1N SOUTHEASTERN OHIO 
THE ZANESVILLE SIGNAL. 


You can’t cover Ohio by using the big 
city papers. There is Cleveland in the 
northeast, Toledo in the northwest, 
Cincinnati in the southwest, Columbus 
in the center; but the papers of none of 
them reach eastern and southeastern 
Ohio to any considerable extent. The 
Zanesville SIGNAL saw that this was 
“undeveloped” territory, and now 
reaches 64 towns in Southeastern 
Ohio. Zanesville is a town of 30,000 
itself. The SiGNaL is considered a 
mighty good paper for a small city. It 
has the full Associated Press telegrams, 
but devotes itself chiefly to the news 
of Southeastern Ohio. As an advertis- 
ing medium it produces splendid re- 
sults. 


fHE ZANESVILLE SIGNAL, 
James R. Alexander, Publisher, 
Zanesville, Ohio, 




















FOR SALE. 


Br cata LETTERS are ‘are bright and catchy. = 
culation builders. Twenty-five cents. 
ple free. J. H. RATHBUN, HBUN, Sedalia, Mo. 


OR SALE—400 perfect copi copies P, I., 1897 to now; 
some missing; no duplicates; j priee $18; f ; treight 
paid. BARNEs, 40 Bible House, 


seeears 1,000 buys a gooil newspaper 

and job o fice in town of 1 ,000 in Southwest- 
ern Wisconsin. $500 cash down, balance on time. 
Good reasons for selling. Address Box 134, Mus- 
coda, Wis. 


OR Lo i TO SETTLE KSTATE—Constrtv- 

EF icountey weoli?? nowsunger and 

ob offices. Eatablished 1868. Successfully run by 

— to day of 4 death, Dec. 29th last, and 

oars eee. Actual cash receipts from Jan. 1, 
1905, $2,154.52. and business steadil 





wi = ah ay paw above average coun- 
ry office. ce $3,000. G. ALLISON HOLLAND, 
Euminence, Ky. 

OR SALE—An established D tic weekly 





and job office. situated in county seat. 5,000 
Ropulation, of prosperous county in Northeast 
‘exas, in the midst of fruit and trnck-¢ 
interest. Cottrell a. folder and line 
engine almost new; four mee ag a] and plenty of 
wre. anaes & business exceeds $6,000 and can 
La circulation and carries more 


county. 
will 


Vossession ain January a 
1905. Owner has larger interests requiring his 
attention. 


G.,’ 
teh hur Spri 
Texas 


— +o 
CEDAR CHE CHESTS. 
LW -PROOF Cedar Chests—Made of fragrant 
4 red cedar and absolutely proof 
Prices low. Send for bookiet. 
MONT" TURNIFORE CO.,, Statesville, N.C. 
—_+o———_ 
BOOKS. 
tree Se PROTECT—72-p. book mailed 


& A. B. LACEY, Patent and 
Trade-Mark Ex: rte, Washington, b.c. 
Established 1 
made in PARIS, 


P H 0 T 0 for we Bd a lovers 


of art. Sample list of rare books, 8c. stamps. 
P. K. GASTO! 
Bureau 14, PARIS, France. 
porcreinattiin. 2:9 = sting 
ADDRESSING MACHINES. 


ADenaeize MACHINES—No type used in 
the Wallace ee addressing machine. A 


S from Fane LIFE 


card index system of addressing used by the 
publishers ehroughout | as country. Send 

we reulars. ing at low rates. 
Walla ACK & CO. 2% ‘Murray t., New York; 


1310 Pontiac Bldg., 358 Dearborn 8t., Chicago, ml. 

Ts STANDARD AUTO ADDRESSER is a high 

speed addressing machine, run motor or 

r. System —— card index idea. 

Printe visibly; perforated c: used; errors im- 

= operation simple. “Correspondence 80- 
ic. 


B. F JOLINE & CO., 
123 Liberty St., New York. 
——_~o——~ 


ELECTROTYPERS. 
WE make the electrotypes for PRINTERS’ INK. 
We do the Lays ep dae for ue of the 
largest advertisers in the co! rite us = 
rices. ee ak CRAWFOR & CALDER. 45 
Rose st ‘ew Yor! 


——__ +r 
PRICE CARDS. 
EATLY Gosiened price cards, 50 cents per 100. 


$3.50 per 1,000; assorted: 
stock. TH BLAIR PTS. © PTG. CO., PCincinnati, O. 


S END for samples of the ‘of the handsome price cards 
we sell at 50 cents the bundred, $3.50 the 
thousand, assorted. Daintily printed on buff 
and primrose Translucent Bristol. Used in dis- 
playing goods they help sales wonderfully. THE 
BIDDLE PRICE CARD CO., 10th and Filbert 
Streets, Philadelphia, 


PRINTERS’ INK. 


printed on tinted . 
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ADVERTISEMENTS WANTED. 


ARDWARE DEALERS’ MAGAZINE... Circu- 
lation 17,000 (O@). peed Broadway, New York. 


s UPPLI ES. 


U™= “Reliance” absorbent paper on your 

mimeograph. INK dries quick as a wink; 
never smuts. Get samples and prices from F!NK & 
8UN, Printers, 5th, near Ch ut, Philadelphia. 


\ D, WILSON PRINTING INK Cu., Limited, 
e of (7 Spruce St., New York, sell more mag- 
— cut inks than any other ink bouse in the 





Special prices to cash buyers. 


S® ND stamp for free sample of Bernard's 
Cold W oer Paste. lt isa dry powder, ready 
= pe in he A — cold a ‘on Nae] 


BERNARD. Verz bes for al ait ding, Ch Chicago. 


OXINE—A non-explosive, non- -burning 4 
stitute for lye and ine. Doxine 
tempers and improves the suction rollers. Tt 
will not rust metal or hurt the hands. pd 

mended by the best printers ~ cleanin, 
protection of half-tones. For sale vy the ene 

and manufactured by the DOXO MAN’F’G CO., 
Clinton, la. 


PAPER, 
ip BASSETT & SUTPHIN, 
-) Beekman St.. New York C “45 
Coated papersa specialty. Diamond B Perfect 
White for’ habaraie catalogues. 


—_ +o -—____—_ 
BUSINESS OPPORTONITIES. 


y 
shes partner with $3,500 
double the business within a 
Fenty full investigation. as dress ¥ “WIL N, 
Market St., Newark, N 


Re, Newark, N. J. 
MAILING LISTS, 


M® HOD never tried before. Particulars 
free. ALBERT HANSON, Montgomery, Ala. 


SIGNS. 
he $am Hoke Sign Shope. New York, 
T 630 West 52d St. meson ine 
1 59 00 Paint-printed Stee Steel 
The gam Hoke $ign gl York. 
Steel 5x8 feet, framed, a’ 
50 yh $am Hoke Hoke ign Shope’ New York. 


$ i. 50 for 100 framed Wood signs, 14x120. 
‘Lhe gam Hoke 1 Hoke Sign oi New York. 


‘oo Paint-Printed $ $3 
5, 000 ay Signs, 3x5 fe 3x5 feet, 
$am Hoke Sign $ oa New York. 
200 $teel $igns, 2x4 feet, framed. a’ 
The 
double-faced Wood $i Wood $igns, 12x36, 7 
The gam Hoke of Bios, ey York. 
feet. 500 $teel at 62c. 
1 x5 The $am Hoke tien eh New York. 
er), 
63 The $am Hoke $ign $hops, New York. 
POSTAGE AGK STAMPS. 
___18AA08, % Bre ACS, 
AD VERTISEMENT CONST! CONSTRUCTORS, 
cago, writes advertisi ising—your way— his’ way. 
NHE better class of cuts and advertisements 
is now at 656 Broadway, New Yor 
R™4E: yours. ean 1 is my mesial, Let me 


med. 
e $am Hoke Hoke Sign iad New York. 
t $1. 
Hoke oh th Shops. sae York. 
West 52d St. (North River 
Unused Un United States and Can- 
postage an mps in any 
Eo A egy: fne~ AY 
nd for re. ALFRED A, 
road St., N. ¥. 
RED W. KENNEDY, 171 Washington St., Chi- 
tor Banks, for retailers, THE ama LEAGUE 
write yours. 1 can 
RGE L. SERV! 





EO 
2835 Wyoming St., St. Louis, Mo. 
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AZ WRITING—nothing more. 
Been at it 14 years. 
JED SCARBORO, 
557a Halsey St., y St., Brooklyn, N 


UR ads attract, convince and «ede pro- 
ame ——e.. anne ads, booklets, cata- 

. ete prices. RZE- 

t RE & CO., tr 8. 8 second Rt, Philadelphia. 


COR LATS 4 ned, written and engravi ngs 
rnished. Fine stationery for tasty Bathing 
Gmeniatien free, ‘it proper: ae rated. 
ERICAN PUB. CO. 


wants in first letter. 
Columbus, O. 
elght pages nice paper, written 
and ited, $12.00 for 1,000, 


Booklets, 


$50.00 for 5,000. Send tor ea eam i. 


Maker of Profitable , Literature, 
Fifth Street, por Ciestamt, 
elp. 


sg THE A ATEINS 7 
ange Ave. 
— nicago. 

We - SERVICE THAT SERVES in planning, 

ne and p effective ads and adver- 
ising literature. ur Confidential Service Cir- 
~~ he is sent free ita applied for on business 
stationery. 

Write for sample copy of THE B QoErEnOe. 

It deals with facts, not theori 

ERE 1S A MONEY MAKE 
DO YOU WANG IT? 

My cash book shows $4,617 cash, receipts from 
an original advertising idea “ mine. which has 
proven a big money getter. Any live man can 
work it. Unlimited fiela, meg | honorable and 

high grade. No interference with present busi- 
— a will on amie, full instructions ond 

i publish under my cu it for 
Descriptive circular free sien iied 

SMEKSUN DE Puy, Des Moines, Ia. 


I IF YOU KNEW 
that a really fine bit of advertising matter, 
one even whose first cost perhaps struck you as 
decidedly “ stiff,” yo the , only profitable kind 
you would drop * every-day stuff, in- 
stanter. Fine, dividual, unusual things con- 
stantly mn — from strangers, 
who reason thus: “” Well, 1 guess a concern that 
sends out such attractive iterature as this is 
worth writing to.” It is fee sheer inability of 
thousands to put SELLING WER into the 
front seats and keep FIRST host in the *‘ back ” 
ones that prevents them from making their ad 
vertising Fg? more forceful and profitable 
than the he Cf infallible test of cheap- 
ness is w. it will produce and not only WHAT 
IT COST. ted those who know this to be trve I 
make Catalogues, Booklets, Price Lists, Circu- 
lars, Folders: 3) Mali Slips and Cards, Newsva 
per, Magazine e Journal Advts., etc., 
=. an T giadly ¢ ik , to those whose inquiries 
usiness, Samples that illustrate what | 
= . 4 re oe unusual things.” No pos 


pleas 
No. 26. FRANCIS 1. MAULE, 402 Sansom St., Phila. 
—~+o>—__—_——_ 


Advertising Agencies. 


Advertisements under this head. two lines or more 
20 cents a line. Must be handed in one 
week in adra eh pianatupe may 

be used sed if desi desired 


CALIFORNIA. 
OLDEN GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco, Cal. 
go 4 SWASEY, San Francisco— 
west of Chicago; employ 60 
aoeekan — ve! ore sers by advising judiciously 
newspapers, billboards, walls, cars, distributing. 


URTIS-NEWHALL CO., Los Angeles, Califor- 
nia. Estab. 1895. Place advertising any 


whe tnagazines now trade 

out‘ioor. Effecti ad Marketing om. POAC 

FIC COAST ADVERTISING. 25c. copy; $2 year. 
DISTRICT OF COLUMBIA. 

- = tp ae Want od Ri, sE) poadiins Solties. 
8: » for listsan oud pric L. P.I RELL 
ADVERTISING AGENC Star Bldg. Wash b.C. 

MISSOURI. 


W. KASTOR & SONS ADVERTISING COM- 
e PANY, Laclede Building, St. Louis, Mo. 


PRINTERS’ INK, 


— JERSEY. 
AIL specialty. 


a THE 
STANLEY pay AGENCY, Newmar 


ket, N.J. 


NEW YORE. 


Oona AGENCY, 220 Broadway, N. Y. 
Medica! journal advertising exclusively. 


nts, 44 Broad 
n, Phila, ete. 


LBERT FRANK & CO., 25 Broad Street, N. 
Geoeras Advertising’ Agents. Estab! biished 

1872. Chi Boston, ladelphia. Advertis- 
ing of all imnds placed in every part Of the world 


OREMUS & CO., Advertisi: 
St., N.Y. Private wires, 


ORTH AMERICAN ADVERTISING CORPO- 
RATION, Woodbridge Building, 100 William 
Street, corner of a, ae a rk. A reliable, 
*recogn meral ver ng con- 
trolling eae accounts. Guapeere s ya 
service charge on the net prices 
paid by the Agency 


OHIO. 
LARENCE FE. RUNEY, Runey y Bide. 
nati Newspaper, Magazine, 
py MF Printing, Designs, Writings 


Cincin- 
ut-door 


PENNSYLVANIA, 
MpHE H. 1. IRELAND ADVERTISING AGENCY, 
Established 


925 Chestnut Street, Philadelphia. 


FOLEY & ye 


poem i 
1208 Commonwealth lag., Phila. 


* Less Black and White, and more "Gray Matter.” 


RIIODE ISLAND. 
O. F. OSTBY sae, eee ae 
catchy ideas,” magazine, news- 


paper adv. 
TENNESSEE. 
R A. DAVIS, Springfield, Tenn. yee ng 
e ment writing, advising, planning, placing. 


(3 aoe ADVERTISING CO. _(Incorpo- 
ted)—Main Offices. Knoxville, Tennessee. 
Out-door advertising contracted for throughout 
i South. Bulletin Paintin ng Wall spies, 
Cann, Se fs a ign Tacking and 
Curtain aintin 


CANADA, 


ANADIAN advertising promises results which 
invite To a n. Write us 


for best list . ponerse r the whole field 
efficient! TH ESBARATS" ADVERTISING 
AGENC . Ltd., Montreal. 


USERS OF 


Circulars 
Advance Cards 


should know 


UNIQUE 
Post Cards.” 


5c. brings sample and prices. 
WILLY MAYER & CO., 336 Broadway, N. Y 


A 
Unique 
way to 


Attract 


and nell 


often. 








*Bout “Himself” and “His Work” 


The First pice of “ Excerpts from His 
Scrap Book ”’ is exhausted ; Second Kdition 
now on the pat, If your name arrives in 
time, accompanied by Vive Red Stamps, 
copy will be mailed you by 


FRANKLYN HOBBS, 
Composer 3 and Editor of Advertising Let- 
ters, at the ** Letter Shop” in the 
Caxton Block, Chicago. 














PRINTERS’ INK. 


ABovE a doorway in a street off 
Euston road may be seen the following 
sign: “His Majesty the King,” in .arge 
letters, “has made a clean sweep of his 
enemies. There is only one clean sweep 
in this street. I’m him.”—Advertisers’ 
Review, London, 


THE YELLOW JACKET. 


Published twice a month at Moravian Falls, 
N.C. Circulation 124,934—Rate 30cents 
per line. 

For detailed statement of circulation by 
States, sample copy or information, address, 

MARK W. MOORE, JR., 
PUBLISHERS’ REPRESENTATIVE, 
WASHINGTON, D. Cc. 











An Exceptional Opportunity for 
Investment in a Monthly 
Family Magazine, 


After overcoming all of the stumbling 
an incident to starting and maintain- 
new Publication, | have ye 

a igh grade 60-y e Monthly Tenaya 
zine. No mail-order sheet, but a lite’ erary 
Publication of Artistic and ‘Editorial merit. 


the St. Louis Post Office. 
trade is supplied by the American News 
Company and their branches. Its present 
monthly circulation is ten thousand copies. 
Being en mye another business, I do 
not have the necessary time to devote to 
the Magazine, a ~ will sella part interest to 
the right party, who, from experience, is 
capable of a eceung. the Mensano. Ad- 
dress, Publisher, P. U, Box 777, St. Louis, 





The 
Memphis 
Commercial 
Appeal. 








Average Dally and Sunday Circulation 
from January 1st to October Ist. 


Daily, 1904, 33,573 

1903, 28,445 

Gain 5,128 
Sunday, 1904, 46,195 
; 1903, 37,213 
Gain, 8,982 

Circulation now. 
34,391 Daily. 48,451 Sunday 


SMITH & THOMPSON, 
Eastern Representatives, ; 

CHICAGO—Tribune Building. 

NEW YORK—11,12,13,14 Potter Building. 























THE 


Little Hotel Wilmot 


right at the door of the 
Pennsylvania Railway 
Depot, in South Penn 
Square, Philadelphia, is 
the best example of 
Colonial exterior in 
Philadelphia. Its ex- 
cellent Grill Room and 
quaint Smoking Room 
are features of the in- 
side. A good room 
for $1. 


The Ryerson W. Jennings Co’y 








Practical Rules for Business Success. 
(Their observance pattie) half the business 


The Darwinian Theory of Finance. 
(Showing how the millionaire is evolved.) 
The Game of Wal! Street, 

(A caustic editorial on “charts” 
“gystems.’’) 
Beacon Lights. 
(Every word breathes inspiration. ) 
Four 0’Clock in the Morning Courage. 
(The rarest kind of ccurage in the wor os ) 


The Rental Power of Money and Its Earn- 


ing Power. 
(A distinction not usually understood.) 
The Fear of Death. 


The Brain and The Hands 
(A new light on the sea of ron OY and 


Mines and Mines. 
(An article for the investor.) 


The Riddle of Creation. 
(Questions without answers.) 


The Truth About nites States Steel. 
(An article worth thousands of dollars— 
SUBSCRIBER.) And the vituperative classic 


Blackmailers. 

The above comprises contents of brochure 
we issue containing twelve editorials from 
BUSINESS AND FINANOR. Fifty cents secures 
copy or will be included in one year’s sub- 
ae to BUSINESS AND FINANCE. Sub- 

a pen price $1.00, ay monthly. 
your subscription ; 


THE BUSINESS AND FINANCE 


PUBLISHING COMPANY, 
Hudson Building, New York. 

















PRINTERS INK. 


If It Is the 
Price 


which has deterred you so far to subscribe for 
PRINTERS’ INK, the proposition on the oppo- 
site page will tend to remove that difficulty— 
it is an offer which may never be made again. 

If you are interested at all in advertising 
you can’t very well afford to miss PRINTERS’ 
Ink. Send your order promptly for as many 
years as you care to prepay at the reduced 
rate. 








Is the Subscription Price 
of Printers’ Ink 
Too High? 


The Little Schoolmaster has often been assured 
that Five DoLvars a year is too high a price for the 
average subscriber. It is argued that Printers’ Ink 
could gain subscribers in larger numbers were the 
price reduced. Some even argue that a reduction 
should take place as a matter of duty, to secure the 
paper a wider and more popular circulation. 

I wish every subscriber of Printers’ INK would 
write me a letter on this question—short, but 
weighty with sense and reasons, 

I will consider it a favor from you. 

Will you do it? 


CHAS. J. ZINGG, Managing Editor, 
10 Spruce St., New York City. 





PRINTERS’ INK. 


Is the Subscription Price of 


RINTERS’ INK 
TOO HIGH ? 


The Little Schoolmaster is often assured that its annual subscription price 
of Five Dollars is too high for the average subscriber. It is argued that 
PRINTERS’ INK could gain subscribers in larger numbers were the price 
reduced—especially so among the smaller merchants and young men and 
women who interest themselves in the art of advertising. 

It should be borne in mind that the production of a weekly journal like 
PRINTERS’ INK involves a good deal of expense, and while there are those 
who would be willing to pay even a higher price annually than is charged 
now, it is probably equally true that to many the present price appears as a 
tax which they think too high. 

PRINTERS’ INK is willing to give this question a practical test. From 
this day until December 31, 1904, the annual subscription price to PRINTERS’ 


$2.00 CASH 


and hence annual subscriptions may be had for that price for any number of 
years, if prepaid on or before December 31, 1904. Trial subscriptions for 
six months will be accepted for One Dollar within the same time limit. 

Present subscribers may extend their subscriptions at the above rate 
($2.00 per year) for any length of time they care to prepay for Now. 

Large firms, publishers and proprietors of advertising schools, 
who wish to subscribe for the Little Schoolmaster for the benefit 
of retailers, local advertisers and pupils, may communicate with 
the business manager of ‘‘ Printers’ Ink’’ for special club rates. 

Here is an opportunity to secure the best advertising journal in the 
world which no man or firm or newspaper publisher can afford to overlook. 
PRINTERS’ INK educates and develops advertisers, and no single factor in 
this country has done so much as the Little Schoolmaster to make American 
advertising what it is to-day. 


TO CANVASSERS: 


Canvassers who wish to take up the subscription sales of Printers’ INK at the above rates 
will be allowed 50 per cent commission on every paid-in-advance order they send in, either 
annual or semi-annual. And above the commission stated the following inducements- are 
offered: Cash prizes as below will be paid on January ro, 1905, to the canvassers who have 
sent in the largest number of annual paid-in-advance subscriptions. 

$100 for the largest number. $75 for the secund largest number. $50 for the third 
argest number. $26 for the fourth largest number. 

A canvasser is any person who takes the work in hand and sends in the cash for not less 
than three subscriptions, minus the 50 per cent commission. 


This offer is only good for the time stated and no longer. 
Address, with check, 


CHAS. J. ZINGC, Business Manager, 
‘Printers’ Ink,” 10 Spruce Street, New York. 
September 28, 1904. 
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NOT ON ME! 


Orrice oF THE Review, 
Printers Ink Jonson, New York: Forgst, Ohio. 


Dear S1r—Find inclosed $5, for which please freight me 100 lbs. of news ink, same 
as last, or a little better if your conscience will stand the test. 

We have it on you, sure, Mr, Jonson, for some time ago we sent youa color of 
poster ink for you to duplicate. You struck it fine, and we got good satisfaction from 
its use. But being pushed one time for some red ink for a fine job on first-class linen 
paper, we used the poster ink you sold us at 25 cents per pound, and it worked as good 
or better than some we had paid $2.50 per pound for, Of course it did not have the 
gloss effect, and that was not expected or wanted, but it did the business, and did it 
right. While that was one on Jonson, it certainly exhibited as nothing else could the 
quality of your product. With best wishes, J. C. SHurer. 


INK. 











The $2.50 ink which Mr. Shuler mentions was not 
bought from me, as my conscience would not allow me to 
charge such a price. My fine Job Inks cost One Dollar a 
lb., put up in tubes of any size from % lb. upward. No 
charge for the tubes. Carmines, Bronze Reds and Fine 
Purples cost Two Dollars alb. Send for my price list. 


ADDRESS 
PRINTERS INK JONSON 
17 Spruce St. = ~ « New York 


















p= Your 1905 
om Campaign 


If your contracts for next year’s advertising have not been 
made, we want to hear from you. 

If you use the magazines or newspapers, your space costs 
you a lot of money. 

We want to prove to you that we can give you copy and de- 
signs that increase the pulling power of your space by a very 
large percentage. 

We have recently secured the 1905 accounts of a number of 
the largest and most successful American advertisers, simply 
because we proved to them that we could give them a service 
which they could not secure elsewhere. We can prove this to 
you if you give us a chance. 


THE GEORGE ETHRIDGE COMPANY, 
No. 33 Union Square, New York City. 
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THE RETAILER—HIS 
PROBLEMS. 


The business problems of the 
retailer are very much the same as 
those of the manufacturer and the 
wholesaler, and the problems of 
different lines have much in com- 
mon. Most of them have a single 
end in view—the getting of more 
business—and that is why the re- 
tailer can often study the advertis- 
ing and adopt or adapt some of the 
business-getting methods of the 
manufacturer and the wholesaler to 
very decided advantage. These re- 
marks are inspired by some of the 
letters that have come to PRINTERS’ 
INK in reply to a special offer of a 
six months’ subscription for a 
dollar, many of which seem to in- 
dicate that their writers have miss- 
ed the point just made or do not 
appreciate its importance. As a 
matter of fact, a retail merchant 
will sometimes get more of value 
in the way of suggestions, from 
the articles on the business man- 
agement and advertising problems 
of a manufacturer or wholesaler, 


than from even this department or 
that of the Ready Made Ads, though 
both are devoted exclusively to his 


particular needs. For instance, the 
methods employed by the general 
advertiser to popularize his product 
all over the country, are often not 
only the best methods for advertis- 
ing that product locally, with cer- 
tain modifications, but are likely 
to be equally effective in pushing 
an article of an entirely different 
character. Good advertising and 
good business management do not 
depend so much on the origination 
of ideas and methods as upon mak- 
ing new and happy applications 0’ 
old ideas. In fact, many of the 
clever things that we accept as be- 
ing brand new and original are 
only old ideas in a new dress and 
environment. The retailer who 
doesn’t read all of Printers’ INK, 
doesn’t anywhere near exhaust its 
possibilities of helpfulness to him. 
f he passes up the interviews 
with general advertisers, he is 
likely to miss a good many ideas 
and a lot of information that he 
can make profitable use of in his 
own business. Mr. Ethridge’s 
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Commercial Art Criticisms may 
easily give him helpful hints on 
advertising, even though he never 
uses an illustration; and the De- 
partment for Billboard Advertising 
is well worth his attention whether 
or not he employs that method of 
publicity. Even the paid ads in 
Printers’ INK, the little “liners” in 
fact, contain phrases and ideas that 
the retailer may appropriate with- 
out the slightest injustice to these 
advertisers and with considerable 
benefit to himself. Printers’ INK 
would not for a moment, encour- 
age or countenance the appropria- 
tion of an ad or an idea if such 
appropriation seemed at all likely 
to injure the business for which 
the ad or the idea was originated; 
but certainly no injustice is done 
a retail advertiser if another re- 
tailer outside the territory in 
which he can expect to do business 
copies his ads; nor is the whole- 
saler likely to be injured through 
the adoption of his ideas by the 
retailer, so long as they are not 
used to exploit competing lines. 
And very often a few changes in 
the ads so copied, or some modi- 
fication of the idea appropriated. 
will not only better adapt them to 
local conditions, but will make 
them unrecognizable by their orig- 
inators(?). Among the letters 
above referred to was one from a 
retail milk dealer, who said that, 
being a retailer, Printers’ INK is 
of no use to him. He evidently 
overlooked the Ready Made Ad 
Department, and the fact that it 
frequently reproduces model ads 
for his line of business; and he has 
probably disregarded the further 
fact that a milk business conducted 
along the right lines offers excep- 
tional opportunities for profitable 
development through good adver- 
tising. A milk ad is all the more 
striking and impressive because 
milk is so seldom advertised, even 
indifferently, and the dealer who 
advertises milk in the right way is 
bound to attract attention to him- 
self as an enterprising business 
man who deserves more business. 
Others respond to Printers’ INK’s 
special subscription offer by saying 
that they are already taking “all 
the advertising journals they can 
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read,” which no doubt, is perfectly 
true, but which opens up the ques- 
tion as to whether they are taking 
those that can be most profitably 
read—those which go deeper than 
purely superficial discussions of 
advertising problems, yet do not 
go into the mysterious and the un- 
practical. This seeming digression 
from the consideration of the re- 
tailer’s problems in detail, however 
much it may sound like an ad, is 
not so intended. Its sole purpose 
is to point out the fact that there 
is very little in Printers’ INK that 
the retailer cannot read with some 
prospect of profit, and that a very 
large proportion of its contents is 
directly applicable to his business 
needs. 
* * * 

The manufacturer and_ the 
wholesaler frequently makes a 
“special sale” of some popular ar- 
ticle in order to attract attention 
to his wares and from his compe- 
titors. He knows that even though 
there isn’t a cent of direct profit 
in it, and that he will in some cases 
sell at the cut price to a regular 
customer who would willingly 
have bought the same goods at a 
higher price—he will also get in 
touch with some new and desirable 
customers whom he might never 
reach otherwise. The retailer, 
especially those catering to women, 
can emulate this example of the 
manufacturer and wholesaler to 
even greater advantage. Some of 
the most profitable special sales 
have been those on which there 
was a direct money loss. For in- 
stance, one small department store 
in a New England city of 20,000 
inhabitants appropriated twenty- 
five dollars a week for a limited 
time to lose (?) on special sales. 
They would buy two hundred and 
fifty dish pans,or some otherarticle 
in common use, and sell them at a 
loss of ten cents each, stating in 
their ad the exact number, the 
exact regular price, the cut price 
and at what time the sale would 
begin. The purpose of the sale 
was also stated; “To get quick at- 
tention to the largest and lowest 
priced line of kitchen fixings and 
general housefurnishings in the 
city,” or something like that. The 
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ad was on‘dish pans only; the prin- 
cipal window was full of dish pans, 
with the whole story on a big 
card; there were dish pans at fre- 
quent intervals and conspicuous lo- 
cations all down through the store, 
to the kitchen supplies department, 
which was way at the rear of the 
main floor. Several hundred 
women lined up for dish pans, and, 
while they were waiting their 
turns, saw other things that inter- 
ested them. Two hundred and 
fifty women bought dish pans— 
t. 2 best dish pan bargain they had 
ever seen—and bought a lot of 
other things at regular prices and 
profits on their way out. Two- 
hundred and fifty women showed 
their bargains to five hundred 
other women, and probably twenty- 
five dollars never bought more 
good word-of-mouth advertising 
than did those twenty-five dollars 
that were lost (?) on that special 
sale. The next week it was roast- 
ing pans, or wash boilers, or 
brooms, or something that would 
go straight into the home where it 
would act as a constant reminder, 
of the store from which it came 
and of the low prices prevailing 
there, The goods were bought low 
in the first place, and selling at an 
average of ten cents each below 
actual cost, made a striking con- 
trast between the regular and the 
cut price. Women came to that 
store who had never before been 
inside its doors—they came again 
and willingly paid regular prices. 
* * * 

Any retailer can do this sort of 
thing, with as good or possibly bet- 
ter results; he can lose ten dollars 
or a hundred, as he pleases. He 
can even sell at cost if he chooses 
and lose nothing but the force that 
comes from making real bargains 
—bargains that everybody will 
have to acknowledge as such on 
sight. A special sale implies a spe- 
cial price—an especially low price 
—and the lower that price, the 
greater its contrast with the known 
regular price, the more attention it 
will get. It helps to establish a 
reputation for low prices all along 
the line, and, if you cut deeply— 
go well below cost—competitors 
will not be so likely to follow you. 











Anyhow, they’ll have to follow 
you—unless they lead by deeper 
cuts, which isn’t likely—and that’s 
worth something. None of them 
are likely to duplicate your offer, 
until the sale is all over, if at all, 
because, not knowing what you are 
going to sell in time to stock up 
they will not be prepared with a 
sufficient quantity of that particu- 
lar thing, even if they have the 
courage to lose the money. Some 
of you will hold up your hands in 
holy horror at this scheme for sup- 
plying, at an actual money loss, a 
demand that might be supplied at a 
profit. Some of you will forget 
that you couldn’t possibly sell all 
those dish pans at the regular price, 
because some of those women 
would ordinarily buy their dish 
pans elsewhere, without ever think- 
ing of you in that connection. 
Some of you would rather give up 
the twenty-five dollars for an ad in 
a hotel directory, a theater pro- 
gramme, on a stone wall in the 
woods or in some of the many 
other places where it will soon be 
out of sight and out of mind. It 
doesn’t cost much to try the 
scheme, and it’s practical. It works 
out on the profit side because it 
wins women. It needn’t be dish 
pans or brooms—just something 
that women want at a price that 
will make them enthusiastic. 


— 


FROM MR. HALLOCK. 
Established 1865. 
A. N. Kettocc NEWSPAPER COMPANY, 
Tribune Building, 
New York, Oct. 7, 1904. 
Editor of Printers’ INK: 

Replying to your printed inquiry, “‘is 
the subscription price of PRINTERS’ INK 
too high at $5 per’—I say most de- 
cidedly that, in view of the generally 
moderate charges made for publications, 
it is unreasonably so from the point of 
view of a majority. 

Of course the student of advertising 
who takes Printers’ INK as a text book, 
easily gets his money’s worth and prob- 
— would if the price were greater 





still; but what Printers’ INK undoubt- 
edly wants as much as other journals, 
is circulation, to obtain which a reason- 
ably low subscription price is necessary 
—hence when you offer to_ produce 


Printers’ INK for $2 a year, I at once 
avail myself of that privilege and en- 
close herewith my check for $4—send 
one copy to the A. N. Kellogg News- 
paper Co., 71 West Adams St., Chicago, 
Ill., and the other copy to this office, 
and oblige, 


Yours truly, 
W. W. HAttock. 


PRINTERS’ INK. 
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FROM NEW ZEALAND. 
AN IMPERATIVE DEMAND FOR AN INDEX 
TO PRINTERS’ INK. 
_ G. W. Hean, 
Chemist (by Examination), 

_ Wancanut. N. Z., Aug. 25, 1904. 
Editor of Printers’ INK: 

I have read every number of the 
Little Schoolmaster since, and including, 
March 11, 1896. I hope, and expect, to 
read every number till I die. I would 
buy a subscription for all time there- 
after if_you could deliver, and I could 
read. Failing that a life-time sub. will 
be left for my son—he’s only twenty 
months old at present, but he knows his 
daddy’s “v. I.’s” If, mentally, he is 
worth anything at all that sub will be 
more valuable than money. Money will 
procure certain, stated, specified things 
only. Careful study, and attention to 
the teachings of Printers’ Inx will 
buy about anything and everything a 
man or woman needs or wants on this 
earth. 

Excepting one thing, Mr. Editor. An 
index to Printers’ Ink Your sub- 
scribers need it. They want it very 
badly sometimes. 

I was talking with a flour miller to- 
day. He makes a good article. Sells 
a lot, and wants to sell more. He 
thinks traveling men the only means to 
sell his goods. I talked newspaper ad- 
vertising, and other kinds of advertis- 
ing. Thought I was using some pretty 
ood arguments. To clinch I turned to 

RINTERS’ INK—bound volumes. Tried 
to find articles, paragraphs, interviews, 
or others—with more or less reference 
to flour, or flour millers. Am certain 
I have seen and read such sometime, 
somewhere in Printers’ INK. Wasted 
about an hour. Couldn’t find one, and 
the flour man had to catch a train. Ad- 
vertising illustration and argument about 
other businesses he repeatedly met with, 
“Oh, yes, that’s all right for that man’s 
line, but it would never do for mine.” 
He couldn*, or wouldn’t, understand 
that the basic principles of advertising 
were the same for all lines the world 
over. 

Something in print about flour millers’ 
advertising would have entered the thin 
end of the wedge at least. It would 
have opened his mind—made him re- 
ceptive. 

An index would have saved me time. 
Would have started a little enthusiasm 
with the flour miller. Would have ob- 
tained a subscriber to Printers’ INK. 
He can still be obtained, but an index 
would considerably help. 

In a late number of Printers’ INK 
you asked for suggestions as to how to 
improve the journal. An index for each 
volume would be valuable. To many 
readers it would be very valuable. Upon 
three previous occasions I have men- 
tioned the same point—each before your 
association with the journal. My letters, 
however, were never in any way re- 
ferred to. 

Put it to the vote, Mr. Editor. Ask 
your subscribers to decide the point, and 
accept the decision of the majority. 

I would wil'iagly vay an extra dollar 
a year for that index. 

* Yours respectfully, 


EO. HEan. 
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READY-MADE ADVERTISEMENTS. 


Readers of PrivtErs’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








The ad reproduced below, from 
a Columbia, Mo., college paper, 
contains a suggestion that might be 
adopted with profit by booksellers 
and stationers in college towns 
everywhere; in fact, there seems 
to be no good reason why the same 
appeal should not be made to the 
scholars of high schools and edu- 
cational institutions in general. 
As I understand the scheme, the 
discount or “dividend” on the year’s 
purchases is not declared until 
the beginning of the next school 
year, and, that being the case, 
competitors cannot very well meet 
your offer with a straight cash dis- 
count because they can only guess 
as to what your discount or “di- 





vidend” will be. In the example 
below it appears, at first thought, to 
have been ten per cent, but, deduct- 
ing the membership fee of one dol- 
lar brings the net down to five and 
a half per cent. As the list in- 
cludes pictures, stationery, blank 
books, banners and other things 
which pay a considerably larger 
profit than ordinary school books, 
it would seem that the dividend 
might easily be made a little larger. 
However, that is a question that 
must be settled by each dealer for 
himself and that may be settled 
with comparative ease by striking 
an average between articles paying 
a liberal profit and those that are 
sold on a close margin. 





SHELTIE TINT INCU 
THE CO-OP SELLS 


q DONE 


Text Books, Stationery, Drawing Supplies, 
Varsity Colors, 


Golf Goods, 


Freshmen, Sophomores, Juniors, 
Seniors, Specials 


How IT Is 











Mr. gene 
Has 
toall dividends thereo 








M. §. U. CO-OPERATIVE STORE 


pe Se following and is entitled 


ones caest Sept. 9, 1903. 


MEMBERSHIP 
$1.00 


No. X. 








10 Per Cent 
REBATE 





onlast year’s pur- 





Columbia, Mo., Sept. 17, 1904- 


chases 


: 
ME 
d 





Received of The University Co-Operative Store 
Two and 25-100 Dollars, 10 per cent. of $22.45, the 
oe of my purchase during the college year 


Student. No, X. 











Now 


wnt 


Payable 
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Very Well Said. 





| Those Evening 
Clothes. 


Most men think they have 
to get their full dress suits 
“made to order’ to be right. 

It’s a mistake—a supersti- 
tion. 
We can fit perfectly seven- 
eighths of the men _ with 
our dress suits and give 
them better tailored gar- 
ments than the majority of 
tailors can give. Our dress 
suits will retain their shape 
and new appearance for 
years. Price $25.00 for 
complete suit. 

Tuxedo coats $13.50. 
OAK HALL, 
Clothiers, 

10 and 12 North James St., 
Hamilton, Canada. 


Brief and Business-like. 











Good Enough. 





Miller & Puritan 
Oil Heaters, $3.50 


An ounce of prevention is 
worth a ton of cure. Guard 
against pneumonia, coughs 
and colds, by having a little 
heat in the living rooms and 
bed rooms these cool morn- 
ings and evenings. For the 
most economical and _satis- 
factory heat, choose either 
a Miller or Puritan Oil 
Heater—the two standard 
oil heaters of to-day. Priced 
as low as $3.50. 


BARBER & ROSS, 
Washington, D. C. 








To Sell Your Farm 
You Need the 
Services of a 
Specialist. 

Every month several own- 
ers of farms find purchasers 
through me. Finding pros- 
pective buyers is my busi- 
ness. Perhaps the farm you 
have for sale would be just 
what one of these prospec- 
tive purchasers wants. 
Hadn’t you better see? It 
will cost nothing to call. I 
have buyers waiting for 
farms close to the city of 
Warren, as well as for those 
farther away. See me soon. 
Better to-day than to-mor- 
row. 

E. H. KISTLER, 
Warren, Ohio. 

Specialist in selling coun- 
try properties. Office: Room 
14, Franklin Block. 

Warren & Niles Phone— 
Office No. 725. Residence 
No. 726. 





An Excellent Argument, but It Lacks 
the Strength of Printed Prices Show- 
ing Actual Reductions. Reduced 
From One-Quarter to One-Half ts 100 
Indefinite. 











The Right Kind of Ammunition for a 
Store That’s a Little Out of the Beat- 


en Path, 





McClure’s 
Weekly Specials 


Match these goods on 
Market Street at these 
prices if you can: 

_ 36-in. nbleached Sheet- 
ing Muslin, 4%c.; 60-in. 
Bleached Table Linen, 24¢.; 
Ladies’ 25c. Gordon Dye 
Hose, 21c.; Clark’s O. N. t. 
Spool Cotton, soc. doz; 
Children’s Muslin Drawers, 
2 to 5 years, 9c. pair; La- 
dies’ 25c. Crushed Leather 
Belt, 15c.; $1 Black Satine 
Petticoats, 65¢.; soc. Batiste 
Corsets, 18 to 24 in., 39¢. 

2163 Ridge Ave., 

Cor. 22 i. 
Philadelphia, Pa. 














A Paragraph on 


Prices. 


When you speak of low 
prices some people get en- 
thusiastic; others get sus- 
picious. Some believe that 
everything is cheap; others 
that nothing can be sold be- 
low price. Both are half 
right, both are equally 
wrong. To be sure, you can- 
not always buy first quality 
under price. But there are 
circumstances that go to 
make such a situation pos- 
sible. 

Odd pieces and samples— 
and samples are always the 
best products of the manu- 
facturer—are of very little 
use to the factory. And so 
the way is paved for shrewd 
purchasing which enables a 
merchant to both buy and 
sell cheap. And as an il- 
lustration of this power w- 
need only mention our sales 
with urniture, Carpets, 
Rugs, Portieres, Lace Cur- 
tains, Upholsteries, reduced 
from % to &%. 


CLARK, DAVENPORT & 
COMPA 


12th and F Streets, 
Washington, D. C. 
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Printers’ Ink—Conjtdential 
Lnformation— Bureau. 


Large and small advertisers are often con- 
fronted with certain questions which properly 
answered and solved would be of considerable 
value tothem. The questions in mind may 
concern problems about mediums, their stand- 
ing, their circulation, past and present, the 
advisability of using or disregarding them 
either singly or in connection with other 
papers. Or any other question of a general or 
particular nature that may be definitely stated 
and for which a definite answer may be given. 
The furnishing of whole lists of papers and 
estimates thereon is not included in this ser- 
vice, but Printers’ Inx is in a position to 
furnish reliable advice on matters of general 
policy and has such an abundance of experi- 
ence and material to draw from that its ser- 
vices in this direction are paramount to the 
highest expert advice obtainable in this 
country. Inquiries must be clearly stated, 
definitely put, and they must be accompanied 
in each case by a remittance of $5. PrinTErs’ 
Inx does not want to spend its time, research 
and effort in matters which are not worth 
that amount as a minimum. On the other 
hand Printers’ Ink will answer the inquiry in 
an exhaustive and competent manner, anda 
coupon good for a yearly subscription to the 
paper will be forwarded free of charge with 
the answer. 

Address with check 


PRINTERS’ INK—CONFIDENTIAL 
INFORMA TION—BUREAU, 


10 Spruce St., New York. 
















